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Abstract 
Dark tourism has grown to be a major part of the visitor economy worldwide, with an 
increasing number of people traveling to visit the sites which commemorate natural or man-
made disasters. However, promoting such sites as potential dark tourism attractions is still 
rare in China. Moreover, despite the increasing academic investigation of tourist experience 
at dark sites, most studies have focused on western tourists and sites. It is still unclear how 
Chinese tourists may understand and respond to their domestic dark tourism experience. 
Therefore, the purpose of this research is to propose a theoretically integrated approach to 
understanding dark tourism consumption that does not necessarily belong to the western 
tradition. To achieve this, the present study explores dark tourism experience value in the 
Chinese context on the one hand, and on the other hand propose an integrated model to 
complete understanding of the relationships between internalized cultural values and norms, 
place attachment driven by environmental psychology, and post-experience evaluation. This 
study takes a quantitative approach based on a structured questionnaire survey in Wenchuan, 
China, a well-known dark tourism destination revitalized and innovated from the devastating 
5.12 Wenchuan earthquake in 2008. The findings of this study provide the holistic view of 
dark tourism consumption experience in Chinese context, identify the epistemic benefits 
perceived by the Chinese tourists, and reveal among domestic Chinese visitors to the post-
disaster destination a strong association between collectivism and perceived obligation and 
responsibility. This study contributes to the theoretical development of tourism experience in 
general as well as enrich the literature in the dark tourism area. In addition, it draws some 
practical implications on responsible and culturally sensitive management and marketing of 
dark tourism attractions.  
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Chapter 1 Introduction  
1.1 Introduction  
This chapter first delineates research background for the current study, along with an 
overview of dark tourism context in China. Next, it sets up research objectives, followed by 
the significance of the present work. The organization of the chapters is then presented in the 
end. 
1.2 Research Background  
The 8.0 magnitude earthquake that struck Wenchuan county in Sichuan province on 12 May 
2008, spawned an unexpected dark tourism market in China, with an increasing number of 
people visiting the sites that were hardest hit and associated with human death, seismic 
disasters or the other macabre tragedies.  
The Sichuan earthquake is also known as the Great Sichuan Earthquake and Wenchuan 
earthquake. It is referred to ‘5.12’ in China. The key earthquake fact includes that 69,195 
were killed and 18,392 were missing, with 11 Million left homeless. Following this 
catastrophic earthquake, reconstruction effort began almost immediately. Concerns were 
notably given by the authorities over the future of tourism development, given that tourism 
used to be a pillar of the economy in this area. The reconstruction plan developed by the 
central government addressed the principles of revitalization (to recover the tourism market), 
and, in the meantime, innovation (to develop new products).  
Not only were dozens of earthquake relics, including schools, bridges, factories and streets, 
along with the geographic landscapes formed by the earthquake, e.g. landslide dam-created 
lake, open to the public, a number of new memorials, including monuments, museums and 
earthquake relics park, were projected and constructed. Increased earthquake tourism 
contributed to spurring rebuilding efforts in the worst-hit areas, such as Yingxiu, Beichuan, 
Qingzhou, and Hanwang, which have regained their vibrancy, style and confidence. 
Beichuan, once home to 230,000 people, was destroyed during the earthquake. The 
government struggled to counter negative images of the decimation and widespread 
devastation by rebuilding the county capital of Beichuan in a new area. The old Beichuan 
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remains as they were right after the quake. The whole area cordoned off was made a 
memorial site to earthquake victims and reopened as an earthquake museum for the purposes 
of commemoration, education and presenting probably the spirit of patriotism or collectivism  
The once shattered epicentre Yingxiu town in Wenchuan is now one of the most popular 
earthquake touristic sites. Xuankou Middle School, right in the middle of the school 
courtyard, was the clock which stopped at 2:28pm, the time of the earthquake, eternally. The 
five-storey building was at ground level. A plaque at the site detailed events of that tragic day 
dedicates to all who perished in the quake. 
The Donghekou Earthquake Relics Park, the first monument place after the Wenchuan 
earthquake, was open to the public a few months after the earthquake on 12 Nov. 2008, the 
same time the launch of the post-earthquake tourism plan was announced. The park sits atop 
a landslide that buried Donghekou village claiming most serious casualties as a result of earth 
stress explosion, with 300 of the village’s 1,400 inhabitants being killed. It is a geological site 
with full of physical reminders of the earthquake, which contains relics with the most 
abundant forms and of the largest size, and embraces the largest number of concentrated 
barrier lakes. The Donghekou Earthquake Relics Park, in the shape of 'Y', covers an area of 
50 square kilometres including one town and 5 villages. Enroute, fallen highways, blacked 
out tunnels and roads blocked by landslides, which are marked with intermittent signposts 
deliberately by the authorities, are invisible all over. 
Sichuan has seen more travellers than ever coming back. These earthquake tour resort has 
attracted millions of tourists ever since it was open, although they are highly controversial, 
but are, according to the authorities, conducted with sensitivity, and the cooperation of the 
residents. Specifically, the achievements made in conserving and creating dark tourism 
resources in quake-hit areas is advertised as a demonstration of the indomitable and 
unyielding heroic mettle of the Chinese people to confront the difficulties. This reflects how 
the government wants to remember the earthquake, as well as the government’s attempt on 
controlling how the earthquake is remembered by the public. At this very moment, the 
number of tourist arrivals alone or the prosperity as it appears hardly suggest a holistic 
understanding to the booming of dark tourism niche market, because a comprehensive 
understanding of tourists’ real attitudinal and affective responses remains lacking. 
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Death has been long considered by Chinese people as a bad luck and thus death is feared. 
Given this traditional perception, dark tourism sites are also associated with bad luck, which 
should be avoided in China. Paradoxically, both ancient and modern Chinese hold 
considerable interests in visiting dark sites. For example, in ancient China, the public were 
attracted to witness acts of human sacrifice and beheadings of condemned individuals (Yan et 
al., 2016). In contemporary Chinese society, people increasingly visit sites that commemorate 
natural (e.g. Wenchuan earthquake relics) and man-made disasters (e.g. Nanjing Massacre 
Memorial Hall). Specifically, as a newly developed experience product, earthquake tourism, 
in China begins to receive increasing attention among tourists for it supplies unique 
emotional or cognitive experiences to satisfy tourists’ psychological needs. Despite the 
political meanings of dark tourism production, perceived benefits of visiting such sites, are 
not well understood. It is worth noting that dark tourism activity features heterogeneity and 
is, in some sense, a series of niche markets within a niche market, this study thus mainly 
focuses on tourists’ behaviour in visiting earthquake affected destinations.  
Perceived value has proven to be of continuing importance into this century (Sweeney and 
Soutar, 2001) and consistently receive extensive research interests currently since the concept 
emerged in the 1990s. Perceived value has long been recognised as a strategic imperative in 
gaining and sustaining a competitive edge (Wang et al., 2004) and a key factor in strategic 
management (Nguyen and Leblanc, 2001; Burns and Woodruff, 1992). The concept of 
consumer perceived value has been addressed as a fundamental issue in every marketing 
activity (Holbrook, 1994, 1999). Dark tourism is not exclusive. Despite this wide interest, 
lack of agreement with respect to the conceptualisation and measurement of perceived value 
is a consequence of its nebulous nature. Perceived value research has become an 
interdisciplinary area involving psychology, sociology, economic and business concepts, 
which has variously been described as ‘complex’ (Lapierre, 2000), ‘multifaceted’(Babin, 
Darden and Griffin, 1994), ‘dynamic’ (Woodruff and Gardial, 1996; Parasuraman and 
Grewal, 2000), and ‘subjective’ (Zeithaml, 1988). Given the complexity and lack of 
consensus in this area, it is necessary to provide an overview of the major approaches to the 
concept by examining the various schools of thought that exist in the literature on the subject 
in terms of their major contributions and limitations, with a particular emphasis on the 
importance of understanding the multidimensionality of the construct applying to the dark 
tourism context.  
Chapter 1 Introduction 
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A critical exploration of value in tourism beyond the conventional economic angle is needed. 
Dark tourism, as an emerging niche market, provides Chinese tourists with unique self-
contained experiences and further influence value perception and satisfaction. It is likely to 
capture the entire gamut of value’s meaning, taking dark tourism as a social, cultural, 
political and psychological phenomenon. The dark tourism destination domain thus offers an 
appropriate research setting for this study.  
McCracken (1986) argues that the world is culturally constituted. Consumption is a cultural 
activity inherently, essentially carries cultural meanings of this culturally constituted world, 
and strongly influenced by the cultural settings in which such evidence has been studied. In 
this study, assumedly, culture determines what dark tourism experience means to Chinese 
tourists and how they evaluate these meanings. As such, the perceived value of dark tourism 
experience is a special type of consumption meaning shaped by a broad culturally constituted 
society to which the Chinese tourists belong, which in turn affects the evaluation of 
behavioural outcomes, such satisfaction and intention based on the theory of planned 
behaviour (Ajzen and Madden, 1986). 
A long tradition in consumption studies has developed in the developed Western world where 
the scholars are backgrounded with deeply-rooted Western tradition of thought. Dark tourism 
consumption studies inevitably present this sort of Western bias in terms of epistemology and 
ontology. It is thus necessary to highlight the importance of, and the need for, considering 
theoretical and ideological approaches to the studies of dark tourism consumption that do not 
necessarily belong to the Western tradition. As such, non-Western contexts that have been 
observed from a Western perspective need to be reconsidered (Jafari et al., 2012). In doing 
so, this study attempts to interpret dark tourism consumption in the light of theoretical 
categories and constructs that are compatible with the Chinese cultural context. 
Place attachment has become one of the most engaging topics for tourism academics since 
the 1980s through recognizing the import role it plays in eliciting favourable tourist attitude 
and behaviour because it is capable to bond tourists psychologically and emotionally with the 
destination (Tsai, 2012). The studies exploring the relationships of place attachment with 
other key constructs, for examples, satisfaction and behaviour intention, yield the highly 
inconsistent results across different tourism settings, which urges the further clarification. 
Given that dark tourism literature addresses the scant evidence exists in the discursive space 
where dark tourism and place attachment meet, analysis the intersect of between place 
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attachment and dark tourism is of great importance to gain the in-depth understanding dark 
tourism consumption. 
Despite the fruitful line of research on tourists’ heterogeneity, it is true that the empirical 
research has not been as conclusive as expected. Recent research has pointed out that the use 
of aggregated market perspective can prompt unrealistic analysis, bias, inconsistencies etc. 
(Hair et al., 2016). Therefore, the importance of studying the differences in relation to 
heterogeneous tourists’ behavioural patterns should be underlined. This study aims to 
demonstrate the influence of tourists’ heterogeneity between repeat visitors and first-time 
visitors on generating satisfaction and loyal intentions with their determinant variables 
respectively. 
In sum, dark tourism is a relatively new area of tourism research, unrecognised by 
researchers till 1996 (Dann and Seaton, 2001), many aspects of which, especially the value 
perception, still require further studies in order to reveal intricacies of the phenomenon 
(Preece and Price, 2005). In this study, dark tourism will serve as a vehicle for 
comprehending the value perception of Chinese tourists by consuming earthquake tour 
products, and also how culture adapt to this evaluation outcome.  
1.3 Research Aim and Objectives 
This study is based on the widely accepted premise that value is at the core of marketing and 
culture is an antecedent to human behaviours. Although general marketing accepts this claim, 
the related literature is silent as to the functional relationship of these two constructs (Ledden, 
Kalafatis and Samouel, 2007). Yet, the unique meanings and values of dark tourism to 
Chinese tourists in their travel experiences haven’t been well documented in the tourism 
literature. This study attempts to address this shortcoming. The aim of this study is thus to 
investigate the relationship between Chinese cultural values, place attachment, perceived 
values, satisfaction and behaviour intention, specifically in the dark tourism context in China. 
In order to achieve this aim, this study addresses the following objectives: 
1 
 
• To underline Chinese tourists’ perceived values of dark tourism experience 
• To test whether Chinese culture values and place attachment have a significant impact 
on perceived values of dark tourism experience respectively. 
• To investigate the joint antecedent role of perceived values alongside Chinese cultural 
values, place attachment upon satisfaction as well as behavioural intention in the dark 
tourism context.  
• To examine whether the predictability of exogenous variable on the corresponding 
endogenous variable is moderated by place attachment, including Chinese culture value on 
perceived value, satisfaction and behaviour intention respectively, the perceived value on 
satisfaction and behaviour intention respectively, and satisfaction on behaviour intention. 
• To identify any significant heterogeneity between repeat visitors and first-time 
visitors with regards to the proposed relationships among Chinese culture value, place 
attachment, perceived value, satisfaction and behaviour intention in the dark tourism setting. 
1.4 Significance of the Study 
This study is the first attempt to explore the significance of cultural value in understanding 
tourists’ evaluation of dark tourism experience, while the value perceptions are filtered 
through the associations of Chinese cultural values. 
The literature has long recognised the effect of perceived value on consumer behaviour and 
specifically amongst tourists via variables such as satisfaction and loyalty. A number of 
models seek to achieve an overview of perceived value for tourists but few apply it to the 
dark tourism sector. Hence, this study provides further attention to the perceived value 
concept, which is essential for comprehensive understanding of the perceived value of dark 
tourism (PVDT).  
Value research in tourism settings addresses either intra- or inter-variable perspective, the 
present study contributes to the current body of knowledge by providing a structural equation 
model (SEM) tested with partial least square (PLS) that addresses this dual objective in the 
same study. In addition, this study is the first attempt that applies the PLS method to estimate 
SEMs in dark tourism research. 
Research investigating the relationship of place attachment with other attitudinal and 
behavioural constructs in tourism contexts is fragmented and often does not fully consider 
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dimensional components under the place attachment construct. More specifically, no study so 
far in the dark tourism context has empirically examined the psychographic factor i.e. place 
attachment as an antecedence as well as a moderator in experience evaluation model. Hence, 
the present study sets out an integrated approach to advancing the field through a holistic 
view. 
Despite an increasing interest in dark tourism equally from academics and industries, little 
empirical research has actually been conducted on the topic (Lennon and Foley, 2000), 
especially from the demand perspectives. As Faulkner (2001) argued that there was a lack of 
research on disaster phenomena in the tourism industry. However, only the experience from 
each new crisis can add further to this area. This study is a new addition at such cost. 
Numerous tourism studies have centred on mechanisms for the identification of visitors’ 
characteristics with a propensity to remain loyal. This kind of knowledge facilitates the 
development of appropriate strategies for marketing and management. For academics and 
practitioners alike, the findings of this study will be of importance when studying relationship 
in a nomothetic network, which hopefully contributes to closing the gap between consumer 
value management theory and practice in designing effective destination marketing and 
management strategy. 
1.5 Thesis Structure  
The current thesis consists of nine chapters. This chapter served as an introductory section to 
the study by acknowledging the research background, significance, aim and objectives, and 
the outline of the thesis. 
Chapter 2 provides an overview of dark tourism as a research context for this study. It 
reviews the development of dark tourism concepts, highlighting similarities and differences 
Some critical insights into dark tourism scholarship has been offered. The chapter then 
evaluates progress made in term of exploring the nature of demand for places associated with 
death and sufferings, focusing on understanding visitors’ experiences and behaviour. 
Research gap and future direction are identified through a full scrutiny. 
Chapter 3 examines the academic efforts in studying perceived value. To start with, a 
systematic review of the major approaches to the concept of perceived value is presented. 
Chapter 1 Introduction 
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Various schools of thoughts on the subject are organized and synthesized, with a particular 
emphasis on the importance of understanding the multidimensionality of the construct. Next, 
in the tourism related literature where empirical studies on investigation of the dimensionality 
of consumer value (intra-variable perspective) and/or exploration of the relations between 
perceived value, and its antecedents and consequences (inter-variable perspective) are 
intensively reviewed.  
Chapter 4 describes the role of culture value in consumer behaviour in general as well as 
travel related behaviour by providing both theoretical and practical evidence. It introduces the 
notions of culture, cultural value and Chinese cultural value (CCV). The emphasis is placed 
to addressing the justification of CCV’ operationalization selected in building the 
fundamental framework of this study. Deficiencies are identified as a basis of the formation 
of hypotheses.  
Chapter 5 critically examines the concept of place attachment and its likely relationships with 
other key constructs on tourist behaviour in dark tourism context are hypothesized. Firstly, 
how interest in the area of place attachment developed is discussed. A summary of the 
relevant literature in tourism setting is then presented along with a consideration of how place 
attachment may be related to. Finally, the research gaps are addressed as little empirical 
evidence exists despite of the importance of place attachment for dark tourism consumption 
experience.  
Chapter 6 develops a series of research propositions according to the extensive literature 
review, followed by the establishment of the research framework.  
Chapter 7 presents the research philosophy which governs this study and explains in detail 
the methodology employed as well as the research method. More precisely, detailed research 
design, sampling and data collection method are inclusive. Data analysis methods are also 
provided. 
Chapter 8 demonstrated the findings based on the data analysis. In particular, apart from a 
brief presentation of the demographic and travel characteristic profile of the respondents, the 
results of exploratory factor analysis and structural equation modelling are illustrated, upon 
which the proposed model is evaluated. The findings are then interpreted and discussed in 
comparison with the existing literature.  
Chapter 1 Introduction 
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Chapter 9 concludes the whole study with a summary of the key findings, followed by 
theoretical contributions and managerial implications. Some limitations of the current study 
pointed out serve as a basis for the future research directions which are proposed and 
discussed in the end. 
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Chapter 2 Dark Tourism  
2.1 Introduction  
The purpose of this chapter is to offer critical insights into dark tourism scholarship. First, it 
delineates the definition and perspectives of dark tourism. Then, the importance of 
investigating tourists’ experience along with sociocultural impact is recognised as crucial to 
the development of dark tourism body of knowledge. Finally, it addresses the role of dark 
tourism study as a multidisciplinary academic lens through which the fundamental 
interrelationship of consuming death-related sites with the cultural condition of the society. 
2.2 General Notions of Dark Tourism  
Dark tourism is defined as a travel to sites associated with death, disaster, acts of violence, 
tragedy, scenes of death and crimes against humanity (Dann and Seaton, 2001; Preece and 
Price, 2005). Various synonyms are used in the literature, such as ‘thanatourism’, ‘disaster 
tourism’, ‘milking the macabre’, the ‘dark side of tourism’ (Dann, 1998), ‘morbid’(Blom, 
2000), ‘black spot’ (Rojek, 1993), ‘tragedy tourism’, and ‘mea culpa tourism’ (Richter, 
1999), ‘grief tourism’ (O’Neill, 2002). In this study, it is used to designate tourism to the site 
of earthquake. Whatever this type of tourism is called, a common recognition is that tourists 
for this type of tourism choose to include dark experiences in their holiday itineraries. Owing 
to its anomalous nature, in particular associated with death, tourism to sites of such 
occurrences appears to be a phenomenon that stands apart from other types of leisure travel.  
In recent years, dark tourism has stimulated significant academic attention and it is elaborated 
to comprise visits to battlefields, murder and atrocity locations, places where the famous 
died, graveyards and internments sites, memories, and events and exhibitions featuring relics 
and reconstructions of death (Seaton, 2002). Previous studies also involved different 
contexts. For examples, slavery and contested heritage (Dann and Seaton, 2001), war-related 
tourism (Smith, 1998; Seaton, 1999; Henderson, 2000; Slade, 2003); holocaust (Tunbridge 
and Ashworth, 1996; Foley and Lennon, 2000), sacred secular pilgrimage (Seaton, 2002), and 
serial murder (Gibson, 2006). In particular, studies of disaster tourism in Southeast Asia 
following the 2004 tsunami (Rittichainuwat, Qu and Mongkhonvanit, 2008), for New Orleans 
in the aftermath of Hurricane Katrina (Robbie, 2008) and post-disaster tourism in the 
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aftermath of Wenchuan earthquake in 2008 (Biran et al., 2014). Yan et al. (2016) were found 
as the most recent contributions to dark tourism literature, though to a lesser extent. 
2.3 Advancing Dark Tourism Knowledge  
There is general agreement that dark tourism remains theoretically fragile and poorly 
conceptualised (Stone and Sharpley, 2008; Jamal and Lelo, 2011). To date, dark tourism 
research has comprised largely descriptive accounts of a supply-side perspective of the sites 
related to death and tragedy. Under this notion, efforts have been made on defining and 
typology. As the products of dark tourism are multifaceted, complex in design and diverse in 
nature (Philip Stone, 2006), these efforts have been criticised as leading to an increasing 
dilution and fuzziness of the notion of dark tourism (Sharpley, 2009). As such, a supply-side 
approach raises a fundamental question regarding to the justifiability of categorization (Biran 
and Hyde, 2013), which implies future research needs to move beyond the discussion of 
definition and classification of dark tourism and focus on how visitors experience the dark 
sites in diverse ways by embracing the sociocultural complex nature of this phenomenon. The 
argument above fosters a demand side approach to understanding dark tourism.  
From a demand perspective, calls for more consumer oriented research have resulted in 
understanding the phenomenon of dark tourism pervasively lies in the study of tourist 
motivation (Stone and Sharpley, 2008; Hyde and Harman, 2011). Many attempts have been 
made on proposing a variety of motivates for participating in dark tourism (Tarlow, 2005). 
Those identified include: the intensive sense of identity and collectivity in the face of the 
uneasy situation (Urry and Rojek, 1997), morbid curiosity and the achievement of mental 
purification through the confrontation of discomfort (Blom, 2000), the desire for learning 
about the abnormal or bizarre (Tunbridge and Ashworth, 1996), pilgrimage, nostalgia and 
remembrance (Foley and Lennon, 2000), schadenfreude and thanatopsis (Seaton and Lennon, 
2004). In addition, the cases of visits for reasons other than thanatouristic interest have been 
demonstrated from empirical research (e.g., Ryan and Kohli, 2006; Rittichainuwat, Qu and 
Mongkhonvanit, 2008; Biran et al., 2014). According to Stone and Sharpley (2008), the 
motives for visiting dark sites have yet to be investigated fully or systematically. The 
discussion of why dark tourism captivates the curiosity is still ongoing. 
However, Sharpley (2009) conceptualises dark tourism based on the interaction between the 
characteristics of dark site and the way it is consumed, including tourists’ motivations, 
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expectations, and perceptions, which indicates the mere motivation research can hardly lead 
to a comprehensive understanding of this subject, thus drawing attention to a broader context 
of dark tourism experience, personal meaning in particular. Only a handful of studies respond 
to this call. Lee et al. (2007) examine tourist values concerning war-related tourism. Kang et 
al. (2012) adopt a benefit-based approach to understand the experiences of dark tourists to the 
Jeju April 3rd Peace Park. Buda and McIntosh (2013) adopt the psychological notion of 
voyeurism to understand a tourist’s lived experiences. There is a lack of research related to 
disaster phenomena in this direction. 
2.4 Researching Natural Disasters in Relation to Tourism  
Notwithstanding the consensus that there is no such thing as a natural disaster, the effects if 
which are a product of social, economic and environmental vulnerabilities as well as natural 
hazards (Hall et al., 2016). Natural disaster literature is dominated by the medical and health 
sciences, followed by social science and engineering. Yet despite the growing literature on 
natural disasters and disaster management, marketing and consumer behaviour has a 
surprisingly small presence. Given the potential role of social marketing in understanding 
how people perceive disasters and post-disaster actions, there is a paucity of literature with 
regards to consumer response. Tourism consumption is not exclusive. 
Indeed, tourism responses in the aftermath of a natural disaster are regarded to be variable. At 
the one end, tourists avoid the destination even after reconstruction has been completed, 
while at the other end disaster can trigger tourism market. The connection between disasters 
and tourism is a rapidly growing field of research. Some take management perspective, 
focusing on tourism recovery, marketing and/or rebranding (e.g., Faulkner, 2001; Huang and 
Min, 2002; Ritchie, 2004; Hystad and Keller, 2008; Amujo and Otubanjo, 2012; Mair, 
Ritchie and Walters, 2016; Orchiston and Higham, 2016), while others investigate the travel 
motivations and experiences from behaviour perspective (e.g., Rittichainuwat, Qu and 
Mongkhonvanit, 2008; Biran et al., 2014; Yan et al., 2016). However, only the experience 
from each new crisis can add further to this area. This study is undertaken in the post-disaster 
context following the Wenchuan earthquake thus is a new addition at such cost, responding to 
some of the unanswered questions of the relationship between tourism and disaster. 
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2.5 The Need for A Broader Geographical Scope 
Dark tourism research does not only reflect the ongoing interest in the commoditization and 
consumption of death-related sites, but also indicates the growing geographical spread of this 
interest (Biran and Hyde, 2013). Given that dark tourism serves as a meaning making vehicle, 
the geographic diversity calls for a more in-depth discussion about the role of culture 
tradition on dark tourism consumption. A few echoes include studies by Farmaki (2013) and 
Lemelin et al. (2013), who pay attention to a cross-cultural comparison of issues relating to 
the provision and consumption of dark tourism. According to Berno and Ward (2005), this 
lack of attention to cultural issues in dark tourism is concurrent with the general dearth and 
limited scope of cultural research in tourism literature in general.  
The very concept of dark tourism is grounded specifically western ways of thinking and has 
received much less attention in the developing world. Using the framework developed in 
western context uncritically is inappropriate in non-western settings (Light, 2017). A number 
of Asian scholars have begun to address the need and challenge of theorizing dark tourism in 
alternative ways (e.g., Lee et al., 2012). Such investigations in Chinese context remain 
incipient.  
Among the few examples are Biran et al. (2014), Du et al. (2013), Weaver et al. (2017), Yan 
et al. (2016), Zhang et al. (2016), and Zheng et al. (2017). The studies by Zhang et al. (2016) 
and Zheng et al. (2017) indicate the taboos and cultural ideas as an interpersonal constraint in 
visiting the Memorial of the Nanjing Massacre. Weaver et al. (2017) find out that the 
elevated patriotism caused by strong emotional reactions after visiting the Lushan Prison 
Museum, a former Japanese-run incarceration in Dalian, China, emphasizing the interaction 
between dark tourism experience and geopolitics outcome. Nevertheless, neither culture 
construct per se nor its relations with other key constructs in the proposed framework has 
been explored comprehensively and clarified enough, suggesting a need to look more closely 
beyond the existing configuration.  
Whether dark tourism is alienatory in China, in order to gain a holistic picture of how tourists 
behave and experience a dark site, by no means should contextual cultural variables be 
ignored. Studying the topic should thus be associated with its socio-cultural nature as people, 
who are subject to ideology, are unable to respond beyond the cultural borders of ideology 
(Korstanje, 2017). 
Chapter 2 Dark Tourism 
9 
 
2.6 Summary 
Literature has indicated a crucial turn in the focus of dark tourism research from the supply of 
products to emphasising tourist’ experience and consumption of dark tourism. However, 
there is still limited understanding of inner mechanisms for people to engage in dark tourism 
and the psychological benefits of doing so. Another area that has been largely overlooked is 
how culture influences patterns of consumption of dark tourism. The current study thus aims 
to extend the dark tourism knowledge by addressing these issues. 
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Chapter 3 Perceived Value  
3.1 Introduction  
The concept of perceived value was researched as early as in 1982 when it emerged to define 
business issue (Sánchez-Fernández and Iniesta-Bonillo, 2007). After three decades’ 
development, it has found the place in marketing theory and become a constant area of 
research from the ever renewed interest to understand consumer behaviour and decision-
making process. Literature witnesses the broadening of its scope and growing importance 
across disciplines. However, the concept of perceived value is en vogue, maybe more so now 
than ever before (Kainth and Verma, 2011). The absence of consensus with respect to the 
conceptualisation and measurement of perceived value, together with the presence of 
multiplicity of perspectives call for construct comprehension. It is for this purpose this 
chapter is undertaken to, first, present a systematic review of the major approaches to the 
concept of perceived value. Various schools of thoughts on the subject are organized and 
synthesized, with particular emphasis on the importance of understanding the 
multidimensionality of the construct. Next, in the tourism related literature where the interest 
in perceived value research is highly noticeable, empirical studies on the investigation of the 
dimensionality of consumer value (intra-variable perspective) and/or exploration of the 
relations between perceived value, and its antecedents and consequences (inter-variable 
perspective) are reviewed. 
3.2 The General Notion of Perceived Value  
Value research is considered to be an important constituent of marketing. The ability of 
service providers to offer their customers desired value is regarded as a strategic imperative 
in building and maintaining its sustainable competitive advantage, specifically in today’s 
situation where customers become more demanding (Kainth and Verma, 2011). From a 
consumer perspective, obtaining value is considered the key outcome of consumption 
experiences (Babin, Darden and Griffin, 1994). Despite the acknowledgement of its 
importance, according to Khalifa (2004) value is one of the most overused and misused 
concepts in social science, due to value’s eclectic and nebulous nature. 
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3.2.1 Definition of Perceived Value 
Numerous definitions of perceived value exist upon a thorough investigation of the literature, 
with different authors addressing the different components of the value. Woodruff (1997) has 
given the broadest definition pertaining to the concept, i.e. perceived value is a trade-off 
between benefits and sacrifices. A frequently cited definition of perceived value is that of 
Zeithaml (1988) who defines four types of values based on an exploratory study: (1) low 
price, (2) whatever I want in a product, (3) the quality I get for the price I pay, and (4) what I 
get for what I give. Then these four groups of perceived value have been synthesized in one 
overall concept, i.e., perceived value is a consumer’s overall assessment of the utility of a 
product based on perceptions of what is received and what is given. However, it has been 
criticised that Zeithaml’s definition only represents a narrow approach to the concept on the 
basis of economic theory and cognitive psychology. A variety of other notions in a broader 
scope, for example, behaviour science, should be further embedded (Babin, Darden and 
Griffin, 1994; Holbrook, 1994; Sinha and DeSarbo, 1998; Holbrook, 1999; Sweeney and 
Soutar, 2001; Mathwick, Malhotra and Rigdon, 2002). 
3.2.2 Distinguishing the Confusable Concepts  
Given the extremely abstract and polysemous nature of the term value, perceived value is 
delimited ambiguously, in particular to the terms value and values. Apparently the notion of 
value and values must be distinguished first. Value refers to an evaluative judgement, 
whereas values are respectively standards, rules, criteria, norms or ideals, which are 
employed in making a preferential judgement (Holbrook, 1994, 1999). Value implies an 
interaction between consumer and product or service (Payne and Holt, 2001). In contrast, 
values are important beliefs that people hold in the pursuit of the goal (Rokeach, 1973). 
Perceived value and personal values are thus distinct (Oliver, 1996; Woodruff, 1997; Day and 
Crask, 2000), which provides premise on exploring the relationship between Chinese cultural 
values and perceived value in the current study.  
Likewise, discrepant meaning of value used in consumer behaviour research as well as 
management and marketing research also results in the mix-up of perceived value and other 
synonymous. Marketing theory has grown out of economics and experienced a movement 
from its distributive focus to a consumer oriented focus over a period of time (Kainth and 
Verma, 2011). Value focuses on the assessment made by the customer’s purchase, commonly 
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named customer value, while consumer value refers to the desired benefit gained from 
possession and consumption of products and services (Gallarza and Gil, 2008). Although 
differences between supply (customer value) and demand (consumer value) perspectives 
could be identified, the concept has been interchangeably used quite often. Nevertheless, 
from the consumer research perspective, the term perceived value should be understood as 
synonymous with consumer value. In this sense, the approach followed in this study 
corresponds to what is understood as perceived or consumer value, although the practical 
implications of the empirical study will shed some light on managing customer value in a 
dark tourism setting. 
3.2.3 The Intra-Variable Perspective and The Inter-Variable Perspective 
The discussion of perceived value consists of two main areas: an intra-variable perspective 
that emphasizes the nature of the different dimensions of value; and an inter-variable 
perspective that assesses the relationships between value and other variables. Perceived value 
has been the subject of significant progress, in terms of both methodological development 
and overcoming the measurement difficulties involved in scaling and assessing it (Gallarza et 
al., 2015). The two areas have independently produced relevant knowledge; however, the 
results are hardly consistent when being jointly researched, which thus calls for further 
research. 
3.3 The Operationalization of Perceived Value (The Intra-Variable Perspective) 
Perceived value development along the timeline spread across more than three decades that 
witnessed the breadth of its development and the evolution of the construct over time. 
Proposed dimensions of perceived value by eminent research scholars are bifurcated into 
unidimensional and multidimensional (Sánchez-Fernández and Iniesta-Bonillo, 2007). The 
first approach conceives perceived value as a one-dimensional construct, from the 
perspective of which, value is hardly viewed as an aggregate concept but is a single overall 
concept that can be measured by a self-reported item (Kerin, Jain and Howard, 1992; Chang 
and Wildt, 1994; Hartline and Jones, 1996; Brady and Robertson, 1999; Dodds, 1999; 
Sweeney, Soutar and Johnson, 1999; e.g., Agarwal and Teas, 2002). The second approach 
takes perceived value as a multidimensional construct composing several interrelated 
attributes or dimensions that form a holistic representation of a complex phenomenon 
(Mattsson, 1991; Sheth, Newman and Gross, 1991; e.g., Babin, Darden and Griffin, 1994; 
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Holbrook, 1994, 1999; Williams and Soutar, 2000; Huber, Herrmann and Braunstein, 2000; 
Sweeney and Soutar, 2001). Table 3.1 reveals two main research approaches to the 
operationalization of perceived value.  
Table 3.1 Dimensions of perceived value 
Nature of PV Illustrative contributions Research stream 
Unidimensional  Monroe (1985) Perceived acquisition 
value  
Price-based 
 Zeithaml (1988) 1.Intrinsic attributes 
(Benefits) 
2.Extrinsic attributes 
(Benefits) 
3.Perceived quality 
(Benefits) 
4.Price (sacrifice)  
Means-end theory  
Multidimensional  Woodruff and Gardial 
(1996) 
1. Desired value 
2. Received value 
Means-end theory 
(value hierarchy) 
 Babin, Darden and 
Griffin (1994) 
1. Hedonic value 
2. Utilitarian value  
Utilitarian and 
hedonic value 
 Hartman (1967) 1. Extrinsic value 
2. Intrinsic value 
3. Systematic value 
Axiology  
 Mattsson (1991) 1. Emotional value 
2. Practical value 
3. Logical value 
Axiology 
 Holbrook (1999) 1. Efficiency 
2. Excellence 
3. Play 
4. Aesthetics 
5. Status  
6. Ethics 
7. Esteem 
8. Spirituality 
Axiology 
 Sheth, Newman and 
Gross (1991) 
1. Functional value 
2. Social value 
3. Emotional value  
4. Epistemic value  
5.Conditional value  
Consumption-values 
theory 
 Sweeney and Soutar 
(2001) 
PERVAL 
1.Social value 
(acceptability) 
2.Emotional value 
3.Functional value 
(price/value for 
money) 
Consumption-values 
theory 
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Nature of PV Illustrative contributions Research stream 
4.Functional value 
(performance/quality) 
 Petrick (2002) SERV-PERVAL 
1. Quality 
2. Monetary price 
3. Behavioural price 
4. Emotional  
5. Reputation 
Consumption-values 
theory 
 Sánchez et al. (2006) GLOVAL 
1. Functional value 
2. Emotional value 
3. Social value 
Consumption-values 
theory 
3.3.1 Unidimensional Approaches to Perceived Value 
Unidimensional approach represents the origin and early stage of perceived value research, 
such as Monroe’s research stream (Monroe, 1979; Dodds and Monroe, 1985; Monroe and 
Krishnan, 1985; Monroe and Chapman, 1987; Dodds, Monroe and Grewal, 1991; Wood and 
Scheer, 1996; Grewal, Monroe and Krishnan, 1998; Agarwal and Teas, 2002, 2002), and 
Zeithaml’s approach (Zeithaml, 1988; Bolton and Drew, 1991; Kerin, Jain and Howard, 
1992; Spreng and Olshavsky, 1993; Chang and Wildt, 1994; Hartline and Jones, 1996; Brady 
and Robertson, 1999; Gould-Williams, 1999; Sweeney, Soutar and Johnson, 1999; Lapierre, 
2000; Baker et al., 2004). In this approach, perceived value is essentially examined from the 
utilitarian perspective, whereby economic and cognitive reasoning is adopted to assess the 
trade-off between benefits and costs (Sánchez-Fernández and Iniesta-Bonillo, 2007). 
According to Sweeney et al. (1996), traditionally, perceived value has been equated with 
utility derived from the theory of neoclassical economics, assuming consumers rationally 
make choices for utility maximization given the constraints of price and/or income. The 
unidimensional approaches possess the merit of simplicity. A single overall dimensional 
construct measured by a self-reported item or set of items can be produced by the effects of 
multiple antecedents, but it does not view value is an aggregate concept formed from several 
components (Sánchez-Fernández and Iniesta-Bonillo, 2007). Yet, it fails to take proper 
account of the numerous intangible, intrinsic, and emotional factors constructed by other 
domains. Given perceived value is an amorphous concept (Zeithaml and Bitner, 1996), 
multifaceted and complex (Gallarza, Gil-Saura and Holbrook, 2011), the necessity of an 
interdisciplinary research, involving psychology, sociology, economics and business 
management, has been aroused increasingly.  
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3.3.2 Multidimensional Approaches to Perceived Value 
Unidimensional approaches may not reflect the complexity of perceived value, given that 
numerous intangible, intrinsic, and emotional factors may form the construct, whether 
partially or entirely. Apparently an affective component and emotional worth should not be 
omitted in attempting to understand consumption (Holbrook, 1986). Therefore, academic 
efforts have been made to develop multidimensional constructs, with attempts to providing 
holistic representations of complex phenomena and enabling researchers to match predictors 
with outcomes in a broader way. Some very well-known approaches deserve a look. 
Woodruff and Gardial (1996) adapt Gutman’s (1982) means-end theory to propose a 
customer value hierarchy, which is composed of attributes, consequences, and desired end-
states in order. The features are noted as follows. The lower levels are the means by which 
the higher-level ends are achieved. The level of abstraction increases at higher levels in the 
hierarchy as well as the level of stability. According to Woodruff and Gardial (1996), value 
stemming from customers’ learned perceptions, preferences, and evaluations may change 
across situations and over time. 
Babin et al. (1994) developed a value scale to assess the consumers’ evaluations of a 
shopping experience. The dimensions include utilitarian value emphasising the instrumental, 
task-related, rational, functional, cognitive, and a means to an end features, and hedonic value 
reflecting the entertainment and emotional benefits which are non-instrumental, experiential, 
and affective. 
Hartman (1967) proposed an axiological model of the value realm which contains extrinsic 
value, intrinsic value, and systemic value. Extrinsic value reflects the utilitarian or 
instrumental use of a particular service as a means to a specific end. Intrinsic value represents 
the emotional appreciation of the consumption. Systemic value is with regards to the rational 
or logical aspects of the inherent relationships among concepts in their systematic interaction. 
Mattsson (1991) adapted the axiological model by referring to three generic value 
dimensions: emotional, practical and logical. It has been argued that emotional value was 
posited as being greater than practical, which, in turn, was posited as being greater than 
logical. These dimensions have been well approved in research across disciplines, from 
philosophy, psychology, education, social psychology, to business administration.  
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The study by Holbrook (1994, 1999), which is considered partially rooted in Axiology, 
captures more sources of value than other studies, including the economic, social, hedonic, 
and altruistic components of perceived value, is to date the most comprehensive proposition 
to the value construct. However, a few extant empirical explorations of this typology can 
cover only reduced sets of selected categories (Mathwick, Malhotra and Rigdon, 2001; 
Bourdeau, Chebat and Couturier, 2002; Mathwick, Malhotra and Rigdon, 2002; Gallarza and 
Saura, 2006), given that the complexity of its structure makes its operationalization 
complicated in capturing certain types of value.  
The theory of consumption value proposed by Sheth, Newman and Gross (1991) states that 
the multifaceted consumer choice, which entails various forms of value categorized as 
functional, social, emotional, epistemic, and conditional. Functional value is related to 
whether a product is able to perform its functional, utilitarian, or physical purposes. Social 
value refers to the social image the consumer wishes to project. Emotional value pertains to 
various affective states, positively (for example, confidence or excitement) and/or negatively 
(for example, fear or anger). Epistemic value is concerned with learning desires stemming 
from intellectual curiosity or the seeking of novelty. Finally, conditional value reflects the 
fact that some market choices are contingent upon the situation or set of circumstances 
consumers face up to. According to Sheth et al. (1991), this theory rests on three fundamental 
propositions: (i) that market choice is a function of multiple values; (ii) that these forms of 
value make differential contributions in any given choice situation; and (iii) that the forms of 
value are independent.  
In this vein, taken the lack of generalizability of Sheth et al.'s (1991) original 
operationalization into consideration, Sweeney et al. (1996) develop measures for the three 
dimensions of value in the original multidimensional scale, namely, functional, social, and 
emotional. Sweeney and Soutar (2001) propose the so-called ‘PERVAL’ model to measure 
the perceived value of durable goods. four value dimensions, i.e. emotional, social, functional 
(quality/performance) and functional (price/value for money), have been identified. However, 
these two studies omit the epistemic value and conditional value due to methodological 
difficulties. 
3.3.3 Hierarchical Specification for Conceptualising Perceived Value Construct  
The multidimensional models help discern the complex nature of customer perceived value 
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although incomplete. However, it has been argued the overall perceived value should be 
conceptualised at a more abstract level. The paradox arises while confounding perceived 
value per se with the give-get components of which it is composed (Lin, Sher and Shih, 
2005). For instance, if the current multidimensional conceptualisation of perceived value is 
justified, relationships between give-get components and value per se are conceptually 
tautological. In addition, if give-get components are treated as antecedents of perceived value 
in the nomological network, the value dimensions identified hardly refer to value but rather 
being its components. Both the first conceptualisation strategy that treats perceived value as 
unidimensional and globally measures overall customer value perceptions and the second that 
treats perceived value as multidimensional and measures perceived value using various get 
(benefit) and give (sacrifice) dimensions are far from being optimal and have been questioned 
due to either inadequacy or self-contradiction in certain aspects.  
Lin, Sher and Shih (2005) thus proposes a hierarchical component model, more specifically, 
a reflective-formative model, whereas perceived value is specified as a formatively measured 
second-order construct, constituted by sub-components, including both the benefit and the 
sacrifice, each of which is manifested by a set of reflectively measured indicators. This 
approach, regarded as a theoretically convincing structure, which conforms to the definition 
of perceived value and conceptually outperforms existing models, especially when the 
objective is to confirm interrelationships of constructs in a nomological network. 
3.4 The Relationship of Perceived Value with Other Variables (The Inter-Variable 
Perspective) 
The relationships between perceived value and other variables are in general depicted by 
means-end models. The linkage between service quality, value and satisfaction has been a 
major subject for decades. The relationship between perceived value, satisfaction and 
behavioural intention is commonplace, both conceptually and empirically. Perceived value 
has been found to be a significant predictor of customer satisfaction and behavioural 
intention, with perceived value being deemed a positive influence on overall satisfaction 
(Parasuraman, 1997; Woodruff, 1997; Oliver, 1999; Day and Crask, 2000; McDougall and 
Levesque, 2000). A wide consensus also exists that perceived value and satisfaction leads to 
loyalty in its many shapes, including re-patronage intentions (Zeithaml and Bitner, 1996). 
Literature has witnessed a range of empirical studies on the interrelationships between value, 
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satisfaction, and different forms of loyalty. Yet, their linkages, temporal order and overall 
relationship remain questioned (Bolton and Drew, 1991; Spreng and Olshavsky, 1993; 
Oliver, 1999; Caruana, Money and Berthon, 2000; Kashyap and Bojanic, 2000; Huber, 
Herrmann and Henneberg, 2007). Besides, no unanimity has been reached concerning this 
chain in relation to the nature and number of constructs. In addition, the correct order and 
intensity of the links is also an issue that remains to be discussed. Overall, the inconsistencies 
have been found in particular to studies in which the intra- and inter- perspectives have been 
taken into consideration jointly, thus calling for further research more interdisciplinary and/or 
more context-specific (Gallarza et al., 2015). 
3.4.1 Satisfaction 
Satisfaction is the evaluation output of a customer’s comparison of expected performance 
with perceived actual performance (Churchill Jr and Surprenant, 1982). Customer satisfaction 
has been extensively researched by scholars and practitioners over decades. Various research 
approaches to the measurement of the customer satisfaction have been developed based on 
psychology and consumer behaviour analysis. The current marketing literature has mainly 
focused on two opposite schools of thoughts: first, the American school led by Parasuraman, 
Zeithaml, and Berry (1985) who regard customer satisfaction as a reflection of either positive 
or negative gaps between the initial customer expectations and perceptions of a product or 
service's performance; second, the Nordic school or the Scandinavian school led by Grönroos 
(1984) who disagrees with this expectation-perception paradigm but considers customer 
satisfaction as an outcome occurring as a result of the consumption (Veloutsou et al., 2005). 
It has been argued that the assessments of consumer satisfaction can be defined in two 
distinct ways: the transaction-specific and overall satisfaction (Jones and Suh, 2000). 
Transaction-specific satisfaction is related to a specific encounter with a single product 
episode or service encounter. It may vary from experience to experience, whereas overall 
satisfaction is relatively stable over time and resembles an overall attitude rather than a 
specific transaction or episode. In this case, a consumer may have a dissatisfying experience 
in one service episode yet still be satisfied with the service provider as a whole because of 
multiple other satisfactory encounters. In other words, satisfaction is an active, dynamic 
process as each transaction can somewhat influence either positively or negatively the overall 
consumer level of satisfaction. Overall satisfaction is thus an aggregation based on the 
information from all previous transaction-specific satisfactions. 
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Given that overall satisfaction is better able to predict a customer's consumption utility, 
subsequent behaviours and economic performance (Johnson et al., 2001), the overall 
outcome satisfaction, which concerns the customer’s rating based on all encounters and 
experiences, is the focus of this study. When developing a measure for satisfaction construct, 
an instrument that captures it in a consistent, accurate and error-free way has been pursued. In 
principal, single- or multi-item measures can be used. However, the single-item scale is 
rejected in favour of the use of multi-item scale to measure satisfaction construct for the 
current research due to some obvious shortcomings including psychometrical suspect and 
statistical vulnerability. Therefore, the multi-items scale developed by Oliver (2010) in 
specific for measuring the overall satisfaction is applied to current study. 
3.4.2 Behaviour Intention  
Loyalty is an important goal in the consumer marketing community as it is a key component 
for a company’s long-term viability or sustainability (Krishnamurthi and Raj, 1991). Loyalty 
is defined by Oliver (2010, p.392) as “a deeply held commitment to rebuy or patronize a 
preferred product/service consistently in the future, thereby causing repetitive same-brand or 
same brand-set purchasing, despite situational influences and marketing efforts having the 
potential to cause switching behaviour”. The literature points out that two main approaches 
are adopted to define and assess loyalty: attitudinal and behavioural measures (Dick and 
Basu, 1994; Zeithaml, 2000; Chaudhuri and Holbrook, 2001). The attitudinal measure refers 
to a specific desire to continue a relationship with a service provider, while the behavioural 
perspective refers to the concept of repeat patronage. According to Oliver (1999), customer 
loyalty can be identified into four stages: cognitive loyalty, affective loyalty, conative loyalty, 
and action loyalty. It is difficult to observe and measure action loyalty practically. Most 
researchers thus employ conative loyalty i.e. behavioural intentions as a compromise (Yang 
and Peterson, 2004).  
3.5 The Research of Perceived Value in Tourism  
The study of perceived value in tourism is relatively recent (Gallarza and Gil, 2008). Robust 
approaches to the concept of perceived value and its measurement can be found since 1999 
(Oh, 1999; Tarn, 1999; Kashyap and Bojanic, 2000; Murphy, Pritchard and Smith, 2000; 
Babin and Kim, 2001; Petrick and Backman, 2002; e.g., Al-Sabbahy, Ekinci and Riley, 2004; 
Petrick, 2004; Gallarza and Saura, 2006; Gallarza et al., 2015). The study of perceived value 
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covers all types of tourism products, while the predominance is for the evaluation of the 
destination. Perceived value varying on types of products or services hampers consensus on 
its operationalization in the tourism literature.  
Unidimensional approaches have been quite usual in tourism, where value is just quality 
relative to the price paid (e.g., Bojanic, 1996; Jayanti and Ghosh, 1996; Tarn, 1999), although 
their limitations have often been recognised (Oh, 1999; Al-Sabbahy, Ekinci and Riley, 2004). 
However, in recent years, multi-item measurement of value arouses. More recently, classical 
value typologies have been adopted by tourism researchers who are interested in the value 
composite nature and attempt to develop a multidimensional value scale which can be 
empirically tested in leisure and tourism experiences.  
Al-Sabbahy et al. (2004) apply to hotels and restaurants services the Grewal, Monroe and 
Krishnan (1998) two-dimensional value scale, with inconsistent results for the transaction 
value dimension. Petrick (2002) proposes a value structure of five dimensions including 
behavioural price, monetary price, emotional response, quality and reputation, that is meant 
to work for all services categories. Williams and Soutar (2000) analyse the proposed 
dimensions of value in a tourism context. Their research was exploratory and qualitative, but 
the results indicated that four of the value categories of the model of Sheth et al. (1991), i.e. 
functional, emotional, social, and epistemic, are evident for the consumers in their study. 
However, none of the responses fitted neatly into the category of conditional value. 
Following the study of Sweeney and Soutar (2001), Sánchez et al. (2006) develop perceived 
value more extensively in terms of functional, emotional and social values in a tourism 
package product. Gallarza and Saura (2006) use an eight-dimensional value framework, 
initially developed by Holbrook (1994) i.e. efficiency, excellence, status, esteem, play, 
aesthetics, ethics and spirituality, to form a three-dimensional construct. Yet, weak or 
insignificant relationships has been found, with operationalization difficulties being 
acknowledged. In response to the call for value-in-context, Eid and El-Gohary (2015), by 
means of a multidimensional procedure, develop a scale of measurement of Muslim tourist 
perceived value through 24 items grouped into six dimensions: quality, price, emotional, 
social, Islamic physical attributes, and Islamic nonphysical attributes. The theoretical 
justification of the proposed constructs is likely to be a hint for the further direction of 
perceived value studies. 
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In addition, research on perceived value as related to other core marketing constructs has 
been given much attention in the tourism literature though not as much as in general 
consumer behaviour proposition (Petrick and Backman, 2002).Tourism related studies are 
reviewed chronologically in order to demonstrate the issues arranging from commonalities to 
inconsistency, and from overlaps to omissions, which the current study attempts to address 
with the purpose of extending the body of knowledge in the literature.  
Petrick et al. (2001) conduct their research in the tourism sector, and find that perceived 
value, satisfaction, and past behaviour are sound predictors of vacationers’ intentions to 
revisit a destination. The findings suggest that travellers’ satisfaction is an antecedent to 
perceived value in the prediction of intentions to revisit destination. Petrick and Backman 
(2002) investigate the relationship between the construct of perceived value (acquisition and 
transaction value) and golf travellers’ intentions to revisit. Petrick (2004) finds that quality, 
perceived value, and satisfaction are good predictors of cruise passengers’ behavioural 
intentions. Results suggest that quality is a better predictor of repurchase intentions than 
perceived value, and perceived value is a better predictor than satisfaction. Gallarza and 
Saura (2006) explore the relationship among perceived value, satisfaction and loyalty for 
university students. The study shows that tourists’ perceived value directly affects 
satisfaction, while satisfaction has a direct impact on tourists’ loyalty as measured by the 
intention to return to the same destination and/or recommend it to others. The non-monetary 
costs of services have a negative impact on perceived value, and service quality has a positive 
influence on both perceived value and tourist loyalty. Gill et al. (2007) conduct a piece of 
research in a specific wine tourism context and suggest that value dimensions, including 
quality, price, and social dimension, have a significant impact on satisfaction, as well as 
having both direct and indirect impacts on behavioural intentions. Lee et al. (2007) examine 
the relationships between festival visitors’ service quality, perceived service value, 
satisfaction, and behavioural intentions. Perceived service value is found to be the best 
predictor of behavioural intentions, followed by perceived service quality and satisfaction. He 
and Song (2009) investigate the relationship between tourists’ perceived service quality, 
value, satisfaction and intentions to repurchase packaged tour services, concluding that 
services quality has a positive impact on perceived value and satisfaction, perceived value 
affects customer satisfaction, and satisfaction has direct impacts on behavioural intentions. 
Williams and Soutar (2009) consider an adventure tourism context, and show direct, positive, 
and moderate to strong relationships between perceived value and satisfaction and between 
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perceived value and behavioural intentions. Satisfaction is also recognised as a mediator 
between perceived value and behavioural intentions. 
In particular, empirical research related to perceived value in dark tourism context is sparse. 
Kang et al (2012) use a benefit-based approach to examine visitor experiences at a 
contemporary dark tourism site, the April 3rd Peace Park on Jeju Island, South Korea. Lee et 
al. (2007) adopt the GLOVAL model proposed by Sánchez et al. (2006) to examine 
functional, emotional and social values tourist perceived concerning war-related visiting 
experience. Specifically, they propose a theoretical model of tourists’ DMZ tour in regard to 
perceived value, and empirically test the constructs that are likely to affect DMZ tour 
satisfaction, which in turn influences tourists’ recommending DMZ tours to others. However, 
the limitation has mainly to do with the measurement scales of perceived value as well as the 
replication difficulty. GLOVAL composed of the functional, emotional and social 
dimensions appears favourably conductive; however, the construct is oversimplified and can 
hardly capture specific affective components embedded in dark tourism experience, such as 
ethic and epistemic. Further studies with a more robust and stable model are thus needed. 
3.6 Summary  
In summary, perceived value is preferential, perceptual, cognitive-affective and also relative 
by virtue of its comparative, personal, and situational nature. Within the deep and extensive 
research on value, two main areas of perceived value discussion emerge: dimensionality and 
interrelationships with other constructs. Recent studies, incorporating the multidimensional 
approaches, have moved towards a more flexible and dynamic understanding of the 
complexity of the concept of perceived value, its dimensions, and the best techniques for its 
measurement. 
Tourism researchers, relatively recent, begin to address the need for a multidimensional value 
perspective and examine its relationship with other post-consumption constructs. However, 
research into how dark tourism experience be evaluated remains hampered by the lack of a 
universal agreement upon the conceptualisation of perceived value construct. The lack of 
empirical verification into understanding the process of experience evaluation has also been 
addressed. 
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Therefore, future studies need to concentrate on developing a clearer articulation of the 
constructs used in a certain study design. This will in turn results in better measures, after 
which the interrelationship between perceived value, and other core marketing constructs can 
be better understood. Thus, the current study is directed toward investigating the 
dimensionality of perceived value, together with the interaction of perceived value with 
satisfaction and behavioural intention, the roles of which upon perceived value research may 
be inflated in dark tourism setting.  
Moreover, according to Groth (1995) and Jensen (2001), a much broader understanding of 
the value construct can be ascertained by capturing other determinants that contribute to 
perceived value, in particular, the determinants which are context and consumer specific. The 
notion that cultural value is relevant in perceived value of dark tourism experience in China 
also begs for attention in present research. Chinese cultural value will be examined in details 
in next chapter.  
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Chapter 4 Chinese Cultural Value  
4.1 Introduction 
This chapter reviews cultural values in consumer behaviour in general as well as travel 
related behaviour by providing both theoretical and practical evidence. It begins to introduce 
the general notions of culture, cultural value and Chinese cultural value (CCV). Attention is 
paid to understanding the importance of cultural value in consumer behaviour and a 
consumption process. Empirical studies evidence the relationship between CCV and 
consumer perceived value, nevertheless, the literature remains sparse in this field. The 
emphasis is ultimately placed to addressing the justification of CCV’ operationalization 
selected in building the fundamental framework of this study. 
4.2 Conceptualising Culture  
Culture is a multifaceted concept and has been defined in many ways. Kroeber and 
Kluckhohn (1952) reviewed 157 the anthropological literature and found over 160 definitions 
of culture. There is no commonly accepted definition of culture and the earliest definition 
came from British social anthropologist (Tylor, 1871, p.1), who defined the culture as ‘the 
complex whole which includes knowledge, beliefs, art, morals, law, customs, and any other 
capabilities and habits acquired by man as a member of society’. The culture construct has 
been researched in many disciplines (e.g., anthropology, psychology, sociology, and 
management) under different terminologies, such as value orientations, basic beliefs, 
philosophy of life, and schemas (Taras, Rowney and Steel, 2009). Despite the complexity, 
there is an agreement on its multi-level nature encompassing all aspects of human life, which 
is often depicted using an onion diagram (Figure 4.1) with basic assumptions and values 
representing the core of culture, while practices, symbols, and artefacts amount to the out 
layers of the construct (Hofstede, 1980). 
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Figure 4.1 The Onion Model of Culture 
Culture scholars from different disciplines focus on different elements of culture. 
Traditionally culture has been in the domain of anthropology and archaeology with 
emphasizing external layer of culture (Taras, Rowney and Steel, 2009). Whether culture 
should be regarded as intangible abstractions such as norms, beliefs, and values, or as 
concrete activities and behaviours has long been questioned by the anthropologist (Gong Sun 
et al., 2014). The question persists when the culture concept applies to psychology (Jahoda, 
1984; Rohner, 1984; Kashima, 2000). In the psychological discipline, objective culture has 
been differentiated from subjective culture (Triandis, 1972). 
Objective culture is a set of observable elements, such as the observable characteristics of 
behaviour and material arts. Subjective culture represents the non-observable elements. More 
specifically, it refers to beliefs, attitudes, and values. Other elements added by Triandis  
(1972) include perceptions, stereotypes, evaluations, expectations, memories, and opinions. 
They are held by a group of people in a society (Sussmann and Rashcovsky, 1997), who 
distinguish themselves from others (Hofstede, 1980; Rohner, 1984; Berry, 1992). According 
to Samovar et al. (1981), members of a similar culture share similar values, conform to 
similar rules and norms, develop similar perceptions, attitudes, and stereotypes, use common 
language, and participate in similar activities. 
Consequently, the distinct aspects of culture lead to two ways of assessing culture in 
consumer research. Based on the objective culture concept, culture is conceived not 
measurable, but can only be observed and described. Its relationship with behaviour is learnt 
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through phenomenological analysis based on the ethnological approach, which is mainly 
adopted by cultural psychologists in qualitative studies for understanding indigenous and 
specific phenomena (Lenartowicz and Roth, 1999). Observation is likely to reveal the 
relationship between culture and consumption to some extent. Nevertheless, quantifying 
culture is more important in behavioural research (Taras, Rowney and Steel, 2009). Culture 
can be defined, from its subjective perspective, as a set of shared norms, values, beliefs and 
practices which differentiate one group from others (Triandis, 1972; Kashima, 2000). Culture 
is imparted to group members through everyday exposure and adaption to customs, laws and 
institutions (Soares, Farhangmehr and Shoham, 2007; Sharma, 2010), and represents 
implicitly or explicitly shared abstract ideas (Schwartz, 1999), which substantially suggest 
that culture can feasibly be quantified through psychological constructs and treated as 
experimental variables (Betancourt and López, 1993; Triandis, 2000). 
According to Jahoda (2012), the concept of culture is considered the most elusive one and at 
the same time probably indispensable. Attempts at presenting culture either with a rigid 
formula in a definite way or a smorgasbord of definitions are futile. However, culture is quite 
practical and defensible so that in the research context, it should be explained in terms of its 
specific manner employed in the particular context for the purpose of theoretical clarification. 
Therefore, culture, in this study, refers to a stable and dominant cultural character of a society 
shared by most of its individuals and remaining constant over long periods of time and thus is 
considered quantifiable. Moreover, culture does exist at various levels of society. It is 
believed that any cultural grouping is heterogeneous at the particular scale. However, culture 
herein does not refer to the subcultures of many groups living in a society, which may be 
distinguished by religion, age, geographical location, and etc., nor the individuals’ character 
influenced by environmental forces and changed over time (Hofstede, 1980). 
4.3 Cultural Value  
Cultural values are the vehicles which carry culturally determined knowledge that are 
sometimes equated to needs, beliefs, motives, conceptions of what is desirable, and standards 
according to which evaluations are made (Maslow, 1959; Rokeach, 1973; Kahle and Timmer, 
1983). On the basis of subjective culture definitions, cultural values (a) are shared beliefs, (b) 
are about desirable end states or behaviours, (c) transcend specific situations, (d) guide 
selection or evaluation of behaviour and events, and (e) are ordered by relative importance 
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(Schwartz and Bilsky, 1987) According to Triandis (1995) cultural values are socialised into 
a particular group and persist over time.  
Consumer value and cultural values are very different belief concepts. Consumer value refers 
to an individual’s evaluative beliefs attached to a specific product, service, or seller within a 
use context. In contrast, cultural values are beliefs about what behaviours and goals specific 
groups or societies consider to be important. Cultural values have great potential to influence 
consumer value.  
According to Hoare and Butcher (2008), the importance of cultural values on consumer 
behaviour has been widely researched. There is hardly any aspect of life that cultural values 
do not affect (Laroche et al., 2005). The choices that individuals make regarding consumer 
behaviour from everyday products to major important purchases are all inclusive (Luna and 
Forquer Gupta, 2001). Culture value is generally accepted by marketing researchers as one of 
the most important underlying determinants of consumer behaviour (de Mooij, 2010). 
Notably, Overby et al. (2005) propose an integrative theoretical framework addressing how 
culture influences consumer value perception based on the means-end theory. 
Research witnesses the success of the values concept across the social science disciplines as 
well as its widespread use in applied settings, however, whether and when cultural value 
supposedly acting as guidelines by which we evaluate the different courses of action and 
outcomes remains debatable. One reason for this could be that cultural value hardly influence 
behaviour. Some argued that culture cannot be used as an independent variable to explain 
empirical findings. For example, Howard and Sheth (1969) have suggested that the link 
between cultural values and consumer behaviour is indirect. Another possibility could be that 
values do influence behaviour but that the relations between values and behaviour are not 
often detected due to the investigated behaviours being value ambivalent (Nayeem, 2012). 
Yet the null result is seldom presented in the literature.  
Others contend that viewing and measuring culture from an individual psychological 
perspective is appropriate and valid in predicting behaviour (Earley, 1997; Bearden, Money 
and Nevins, 2006). Specifically, in the Eastern context, most studies model the influence of 
cultural values directly on satisfaction (Leung et al., 2005) and behavioural intentions (Lee, 
1991; Chung and Pysarchik, 2000). For example, Lee (1991) argued that Korean consumers’ 
attitudes are likely to be significantly affected by face saving and group conformity as 
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normative values dominate the formation of intention and thus proposed a model in which 
face saving and group conformity directly influence personal attitudes and behavioural 
intention. Lee’s model is verified by Chung and Pysarchik (2000) to be highly valid in 
predicting consumers’ behavioural intention to buy domestic and imported products in the 
Korean context. This study agrees with the latter based on the conceptualisation of culture in 
relation to its subjective nature. As aforementioned, culture is defined herein as the individual 
level manifestations of shared meaning system. Cultural values, subsequently, are defined as 
widely shared beliefs about how individuals are expected to behave in response to their 
culture (Yau and You, 1994). 
4.4 Chinese Cultural Value (CCV) 
Although there are rules of behaviour that are universal, there are many rules that vary 
according to the dominant culture. The cultural dimensions, on which national cultures vary, 
indicate the existence of cultural dissimilarity. Some cultures, for example, China, have a 
general trait of caution towards new experiences. Consumers from Chinese cultural 
backgrounds are more likely to rely on traditional values (Manrai et al., 2001). In the tourism 
context, the greatest cultural differences were found among Asian and western cultures, 
particularly in the benefits derived from travelling (Woodside and Jacobs, 1985) and 
patronization (Huang, Huang and Wu, 1996). Ibrahim (1991) reported that these differences 
were caused by the differences in the national value system. 
4.4.1 Traditional CCV 
The CCVs are largely formed and created from interpersonal relationships and social 
orientations (Mok and Defranco, 2000). In the study of the psychology and personality of 
Chinese people, the predominant emphasis and rationale have rested on the cultural 
stereotype derived from Confucian thinking (Lau, 1988). Additionally, Taoism, Buddhism, 
Legalism and other ideologies also contribute to shaping CCVs, which have transmitted 
through successive generations for thousands of years (Fan, 2000; Pecotich and Yang, 2001; 
Wan et al., 2009). 
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4.4.2 Political Ideology  
Contemporary Chinese consumers selectively choose certain cultural values in order to 
legitimize their spending decisions. However, CCV cannot be divorced with politics but co-
exist with two opposing political ideologies, namely Maoism and Deng’s Theory (Sun, 
D’Alessandro and Johnson, 2014). In the consumption domain, political ideologies exert 
impact by means of ideological propaganda and sumptuary laws (Brewer and Porter, 1993; 
Cohen, 2004; Zhao and Belk, 2008), within which individual lifestyles, buying habits, and 
product choices are largely saturated. In the research context of dark tourism, CCVs adopted 
to evaluate the experience inevitably exist under the system where the state as a dominant 
group indoctrinates a unified ideology.  
4.4.3 Changing Values in China  
Culture is not fixed but continuously evolving. China is not exclusive and is constantly 
exposed to and interact with Western consumption practice. Some studies even found that 
traditional Confucian values are increasingly fading out among younger generations (Wang et 
al., 2005). Therefore, CCVs and their changing dynamics in conjunction with the impact of 
Western cultural exposure experience on the value perception of consuming tourism products 
should be examined along the time. 
Although previous studies demonstrate that CCVs form a clear and consistent system 
throughout generations (Hsü, 1970; Kindel, 1983), globalization paradigm argues that 
developing countries will be influenced by Western trends and thus increasingly resemble 
Western societies. China’s open-door policy since 1978 imports Western ideology and 
culture, for instance, materialism. Through media people began to learn the world outside 
China, implying the ongoing conversation of values that social members share. 
Nevertheless, Chinese traditional values were challenged but did not disappear. Based on the 
empirical evidence, global consumerism does not make Chinese abandon traditional values 
and adopt totally different Western cultural values in consumption. Consumer behaviour 
appears to move closer to the patterns found in Western capitalist societies somehow, but the 
mechanisms that drive this consumption are quite different (Zhang, 2016).  
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4.4.4 CCV in Consumer Behaviour  
According to Bond and Hofstede (1989), the CCVs can be applied to improve the 
understanding of Chinese consumer behaviour. Although many studies have analysed 
Chinese traditional values (Faure and Fang, 2008), contemporary values (Wang and Lin, 
2009), and consumption patterns (Li, 1998; Davis, 2000; Gerth, 2010; Osburg, 2013; Yu, 
2014), few studies explore relations between CCVs and consumer behaviour, apart from a 
few exceptions, some of which will be reviewed hereafter. 
Past studies show that CCVs have been linked to gift giving (Yau, Chan and Lau, 1999), 
counterfeit purchasing behaviour, conspicuous consumption (Sun, D’Alessandro and 
Johnson, 2014; Zhang, 2016), and, specifically, service provision in hospitality and tourism 
(Tsang, 2011). Nevertheless, little research can be found about whether CCVs can help 
explain perceived value. As an exception, Wan et al. (2009) found empirical evidence in the 
study questioning whether traditional CCVs nourish a market for pirated CDs. The 
relationship between face consciousness and perceived social benefit was affirmative.  
Besides, Li (2008) suggests that there is a distinctive Chinese tourist gaze which has its 
foundations in Chinese common knowledge invisible to the western eyes. Li also points out 
that a few of major elements of Chinese culture act as determinants of tourism activity in 
China. The study addresses the need to interpret tourism development through Chinese values 
by embracing a multi-disciplinary analysis due to the integrated complex nature of the 
Chinese cultural value system. Although the study itself is highly conceptual and descriptive, 
it encourages empirical approval at the same time. Therefore, this study attempts to fill the 
gap by analysing the role of cultural values as a driving-force behind consumer behaviour, 
specifically stressing the role of CCVs and explaining how they affect perceived value in a 
dark tourism setting in China.  
Moreover, the importance of consumer satisfaction and behaviour intention is widely 
recognised in the tourism context. While empirical research in general has frequently 
investigated perceived value as one primary predictor of consumer satisfaction and 
behavioural intention, how cultural factors may influence satisfaction and behavioural 
intention has been largely overlooked, with only a few exceptions (Lee, 1991; e.g., Chung 
and Pysarchik, 2000; Leung et al., 2005). Especially, no framework has used Chinese cultural 
variables to predict satisfaction and behavioural intention in the tourism context, despite that 
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Hoare et al. (2009) argue that pervasive Confucian cultural values, such as ‘face’ and 
‘harmony’, are correlated to satisfaction and loyalty in the context of Chinese dining. 
However, the relationship between CCVs and satisfaction and intention in the dark tourism 
context remains unknown. Hence this study aims to examine the joint antecedent role of 
perceived value, together with CCVs in influencing satisfaction and behaviour intention in 
dark tourism in China.  
4.4.5 Measuring CCV 
Numerous studies in recent years have focused on studying cultural values. Taras, Rowney 
and Steel (2009) examines 121 measurement instruments and provides a historical overview 
of how culture has been operationalised over a half century. The study indicates the extreme 
difficulty to create a model that effectively and efficiently captures all aspects of such a 
complex phenomenon. The number of dimensions, therefore, has been growing from four and 
five in Hofstede’s Value Survey Model (VSM) (Hofstede, 1984; Bond and Hofstede, 1989), 
ten in the model offered by (Schwartz, 1994), to eighteen dimensions in GLOBE model 
developed by (House et al., 2004). Due to the issues of conceptual ambiguity and approach 
inconsistency, the complete map of culture value has not been known yet, nor are likely to be 
in the near future. Hence, keeping a balance between comprehensiveness and parsimony 
should be of importance to researchers who intend to select an appropriate instrument for 
quantifying culture value. Another related principle is choosing the instrument that is most 
relevant to the research question of a given study.  
Among hundreds of culture measures developed, three most widely used models in analysing 
cultural values in consumer studies are Kluckhohn and Strodtbeck (1961) –  Value-
Orientation Model, Hall (1976) – Low-context and High-context Cultural Dimensions Model, 
and Hofstede (1984) – Value Survey Model (VSM). However, in terms of the ways CCVs are 
classified, the scope of these models is not without its limitations (Fan, 2000) and thus cannot 
be used as a comprehensive representation of the complex Chinese culture. One reason is that 
major cultural orientations and dimensions have been developed and tested in the Western 
world, with relatively little attention devoted to investigating the validity of these theories 
and models under other cultural settings. Moreover, translating or adapting the instrument 
can cause the omission of important culture specific constructs indigenous to the particular 
Chinese culture (Cheung et al., 2001).  
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Take Hofstede (1984) classification for example, which has been predominant for cross-
culture comparison due to its readiness and ease for use, however, it has been argued too 
succinct to be used in studies that deal with consumer behaviour and other micro-phenomena. 
In addition, the omission of some variables such as ‘fate’ and ‘reciprocity’ makes the 
classification meaningless and irrelevant to the Chinese culture. Moreover, Confucian 
dynamics added by Bond and Hofstede (1989) unfortunately indicated a misunderstanding of 
Chinese philosophies which are of fundamental for the development of CCVs (Yau, Chan 
and Lau, 1999). 
However, this does not mean that western approaches cannot be used to understand the 
phenomena of dark tourism in China; it may not be directly translatable in constructing a 
Chinese reality. It is desirable to unearth the specific form that dark tourism development in 
China has taken, and to examine how they were fashioned. Therefore, a reliable and valid 
assessment instrument within a particular culture should be a locally developed inventory that 
includes the major culture-specific construct domains in addition to the cultural universals 
(Tsang, 2011). 
One of these attempts to analyse CCVs was conducted by the Chinese Culture Connection 
(1987). Four main dimensions were identified on the basis of 40 Chinese key cultural values: 
(1) integration (i.e., tolerance, harmony with others, non-competitiveness, and intimate 
friendships; (2) Confucian work dynamism (i.e., ordering relationships, a sense of shame, 
reciprocation, and protecting face); (3) human heartedness (i.e., patience, courtesy, and sense 
of righteousness); and (4) moral discipline (i.e., moderating, keeping oneself disinterested 
and pure, having few desires, and prudence). 
In this vein, Fan (2000) further developed a new list that included 71 CCVs grouped under 
eight categories: (1) national traits, (2) interpersonal relations, (3) family (social) orientation, 
(4) work attitude, (5) business philosophy, (6) personal traits, (7) time orientation, and (8) 
relationship with nature. It is believed that the new list of 71 core values reflects a more 
comprehensive and composite picture of the Chinese culture.  
Yau (1988) considered CCVs as an effective basis for market segmentation and developed 
the underlying dimensions of CCVs into five main orientations: (1) man-to-nature 
orientation: harmony with nature and Yuan; (2) man-to-himself orientation: abasement and 
situation orientation; (3) relational orientation: respect for authority, interdependence, group-
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orientation, and honour; (4) time orientation: continuity and past-time orientation; and (5) 
personal activity orientation: the doctrine of the Mean and Harmony with others. These five 
CCVs help in understanding the relationships between CCVs and other determinants of 
consumer behaviour.  
Mok and DeFranco (2000) develops a conceptual framework of dominant Chinese Culture 
Values, as presented in Figure 4.2, following by a discussion of the cultural attributes with 
possible marketing implication in hospitality and tourism industry. First, consistent with 
Hofstede’s (1980) and Yau (1988), Mok and DeFranco (2000) believes that the Chinese have 
a strong respect for authority, the early root of which is in Confucius’s five cardinal relations, 
i.e., between sovereign and minister, father and son, husband and wife, old and young, and 
between friends, served effectively to control social behaviour in society in terms of 
addressing others in more hierarchical-type terms. Second, interdependence has been stated 
in line with Yau (1988) representing the principle of ‘doing a favour’ while Chinese people 
are in dealing with interpersonal relations, whereby reciprocity among people is believed as 
certain as a cause-and-effect relationship. Next, the face or Mien-tzu concept, referring to 
allowing others to escape the humiliation implicit in not knowing, failing to understand, 
having been mistaken, being inferior to others, later expanded to the prestige one possesses 
by virtue of social achievements such as wealth, talents, social status, and scholarship, has a 
profound influence on approaches that the Chines people place on interpersonal relationship 
(Mok and Defranco, 2000). Then, similar to Hofstede’s (1980) collectivism identified with 
Confucian doctrines that emphasize ties of kinship and close personal relationship, group 
orientation, usually manifested as interpersonal connections or Guanxi, is proposed in the 
framework, addressing that the Chinese individuals are perceived as part of a network of 
social relations, who find their identities with reference to others around and normally adopt 
group goals and/or opinions in exchange for reciprocity. Another essential characteristic in 
Chinese society proposed in the framework is harmony, which has been defined as both a 
person’s inner balance and the balance between individuals and the natural or social 
surroundings (Hoare and Butcher, 2008). Last but not least, the Chinese culture is particularly 
characterised by a great tendency to attribute outcomes to fate or external factors. Human 
beings are regarded as a part of nature who should not try to master it but to adapt instead 
(Mok and DeFranco, 2000). 
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Figure 4.2 A Conceptual Framework of Dominant Chinese Culture Values 
So far what has been evident is that the Chinese cultural value system has its own ecological 
and subsistent background as well as its historical development, through a good 
understanding of which well-conceived hypotheses can be derived to ensure solid concepts 
and theories and to ensure the usefulness of the study. This study does not attempt to map the 
full content of CCVs, which seems to be far too ambitious and is beyond the scope of this 
study. Therefore, the instrument of CCVs developed by Mok and DeFranco (2000) that take 
the dominant Chinese value into consideration is believed appropriate for the current study. 
The selection is mainly because it is a well-established instrument, which has been 
adequately operationalised and tested with sound methodology. In addition, political 
ideologies i.e. Maoism and Deng’s theory, as well as materialism imported from the west is 
also be integrated to ensure CCVs instrument developed for this study complete and 
comprehensive.  
4.5 Summary 
In short, the enduring strength of traditional Chinese culture is evident in its unbroken 
history, which is underpinned by CCVs today that find expression in contemporary tourism 
development. A combination of the traditional ideologies of Confucianism, Daoism, and 
Buddhism, along with the political ideologies, and materialism due to economic development 
and globalization, forms the basis for today’s CCVs, pertaining to understanding how dark 
tourism experience can be evaluated in ways which might be diametrically opposed to the 
western world.  
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Chapter 5 Place Attachment 
5.1 Introduction  
This chapter critically examines the concept of place attachment and its likely influence on 
tourist behaviour in the dark tourism context. Firstly, how interest in the area of place 
attachment developed is discussed and the inconsistencies in conceptualisation are addressed. 
A summary of the relevant literature in tourism setting is then presented along with a 
consideration of how place attachment may be related to. Finally, the relationship between 
place attachment and dark tourism is reflected upon in terms of the importance of place 
attachment for dark tourism consumption experience.  
5.2 The Notion and Conceptualisation  
Tourism knowledge has advanced by applying theories developed in other disciplines. This is 
the characteristic of the situation that exists with regard to the research about place 
attachment (Gross and Brown, 2008). The notion of place attachment is traceable back to the 
interpersonal attachment theory first proposed by Bowlby (1969) within the domain of 
parent-infant relationships. Rooted in developmental psychology, attachment has moved 
beyond the domain of the parent-infant relationship to include the emotional, psychological, 
and target-specific bond that develops between a person and another person. Bowlby (1969) 
postulated that human beings are born with an innate psychobiological system that motivates 
them to seek actual or symbolic proximity to significant others in times of need for the 
purpose of the attainment of actual or perceived protection and security. No one of any age or 
social status is completely free of reliance on actual or symbolic attachment figures, which 
perceives the attachment as a steady trait over a person’s entire life span. Early experiences 
gradually give rise to a mechanism of thoughts, memories, beliefs, expectations, emotions 
and behaviours about the self and others and this mechanism in return continues to develop 
with time and experience, which forms the basis to regulate, interpret and predict attachment‐
related behaviour between the self and the attachment figure. Research streams emerged in 
environmental psychology then found the attachment theory extendable beyond the person to 
person relationship context to the person to object context and examined attachment in terms 
of, for examples, possessions (Belk, 1988), third places and social supportive environments 
(Rosenbaum et al., 2007), and homes and neighbourhoods (Easthope, 2004). Places 
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investigated vary in scale and specificity, including homes, cities, neighbourhoods, regions, 
countries, continents (Lewicka, 2011) and even mythical, hypothetical and imagined places 
(Low and Altman, 1992).  
The application of place attachment to the tourism filed began in the 1980s (Williams and 
Roggenbuck, 1989). Since then place attachment has become one of the most engaging topics 
for the tourism academics and practitioners through recognizing the important role that place 
attachment plays in eliciting factorable tourist attitude and behaviour due to its capability of 
bonding tourists emotionally and psychologically with the destination (Tsai, 2012). Early 
research in tourism settings was predominantly exploratory, attempting to explore the nature 
and nuances of people’s emotional relationship with places. This relationship has been 
conceptualised in numerous ways under various related terms such as sense of place 
(Stedman, 2003), place attachment (Kaltenborn, 1998; Williams and Vaske, 2003), and place 
bonding  (Hammitt, Backlund and Bixler, 2006). However, place attachment remains the 
most popular term, which is defined as an effective bond or link between people and specific 
places (Williams et al., 1992). Yet, the nature of place attachment is rather vague due to 
multiple diverse and even contradictory approaches adopted.  
5.2.1 Compositional Dimensionality 
To date, there have emerged two main diversified approaches to conceptualising the 
compositional dimensionality of place attachment: the multidimensional approach and the 
unidimensional approach.  
5.2.1.1 Multidimensional Approach 
On the one hand, much research into place attachment has been based upon multiple 
dimensions. The most widely accepted approach is the one recognising its two-dimensional 
nature, comprising of place identity and place dependence (e.g., Gross and Brown, 2008; 
Halpenny, 2010; Yuksel, Yuksel and Bilim, 2010; Lee, Kyle and Scott, 2012; Tsai, 2012). 
Other researchers have added place social bonding (Kyle, Absher and Graefe, 2003; Kyle et 
al., 2004; Kyle, Mowen and Tarrant, 2004) and place affect (Halpenny, 2010; Ramkissoon et 
al., 2013; Ramkissoon and Mavondo, 2015) to these dimensions.  
Place attachment has been traditionally measured by the dimensions of place identity and 
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place dependence. The scales developed by Williams and Roggenbuck (1989), and 
subsequently tested elaborately by Williams and Vaske (2003), have become the most 
widespread tool for measuring place attachment in leisure and tourism settings (Lewicka, 
2010). Place identity refers to the congruency between a person’s self-image and the physical 
and social aspects of a place, reflecting one’s cognitive connection between the self and the 
setting (Proshansky, 1978). Social identity theory traditionally suggests individuals maintain 
multiple identities by self-categorizing themselves into groups that can be tied to any 
characteristic conducive for establishing differences and later extends from the focus on 
social contact to include places which have importance in the formation of an individual’s 
identity (Tajfel and Turner, 2004). Leveraging the principles in the tourism context, it is 
possible for individuals to rely on a specific destination as part of the self-concept or tightly 
linked to it, thus creating a sense of place identity. Once an individual self-categorizes as 
being a member of a destination setting, feelings of belonging increases and the tourism 
setting can enable individuals to both express as well as affirm this identity (Kyle et al., 
2004). 
Place dependence has been defined as how well a setting serves goal achievement given an 
existing range of alternatives (Jorgensen and Stedman, 2001). The link between place 
dependence and strength of place attachment is based on principles from environmental 
psychology that suggest that functional evaluations reflect the importance of a place in 
providing features that support desired goals and activities (Williams and Vaske, 2003). The 
greater the number and range of needs met by a place, the more positive individuals’ feelings 
will be toward that place, which leads to a more embedded, extensive, or deeper place 
dependence (Stokols and Shumaker, 1981). As such, this functional attachment is embodied 
in the destination physical characteristics and is strongly related to perceived unique qualities 
of tourism setting (Williams and Vaske, 2003). 
Based on Low and Altman’s (1992) early review of place literature where they suggested that 
place attachment involves an interplay of affect and emotions, knowledge and beliefs, and 
behaviours and actions in reference to a place, a tripartite conceptualisation was developed by 
Jorgensen and Stedman (2001), considering place attachment as an attitudinal construct. As 
such, it is composed of three components: affective, cognitive and conative elements. Place 
identity was reflective of the cognitive component and place dependence was equated with 
the conative component. The emotive dimension of place attachment, conceptualised as place 
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affect, has thus been added to the measurement of emotional reactions and feelings associated 
with physical settings (Hinds and Sparks, 2008). Place affect allows individuals to build their 
sentiments about a place and give meaning to it. Investigations have also demonstrated the 
salience of the affective component (Kyle et al., 2004). 
The conative component is operationalised in terms of two dimensions: place dependence 
and social bonding (Kyle, Graefe and Manning, 2005). However, social bonding dimension 
embraced in some studies (e.g., Ramkissoon, Weiler and Smith, 2012) as an attempt to better 
articulate the social emotional aspect of place attachment rather than the conative aspect. 
Nevertheless, social bonding has been drawn and becomes another dimension of place 
attachment focusing on people’s experiences derived from social interactions at a particular 
place (Kyle, Graefe and Manning, 2005). This was also reflected in Low and Altman’s 
(1992) earlier review of the place literature where they suggested that place can provide the 
context to form relationships, with individuals becoming attached to these social relationships 
and the sense of group belonging that can result. Research observed that social attachment as 
an explanation of persistence and change can be stronger than attachments with the physical 
attributes of a place (Hidalgo and Hernández, 2001). 
5.2.1.2 Unidimensional Approach 
On the other hand, researchers conceived the dimensionality of place attachment with an 
overarching framework that conceptualises place attachment as a substantive construct 
accounting for the correlated entity of several dimensional components. This approach 
manifests a tendency to treat place attachment as a multiple‐component but single‐factor 
construct (Tsai, 2012). For examples, in the studies of Jorgensen and Stedman (2001), the 
dimensional components of place dependence, place identity and affective attachment form 
the single factor of place attachment. Hammitt et al. (2009) expanded this structure and 
substantiated an alternative model composed of place familiarity, place belongingness, place 
dependence, place identity and place rootedness as the single factor of place attachment. No 
matter how many dimensional components are conceptualised for constituting place 
attachment, the researchers in the vein of the unidimensional approach treat these 
components a correlated entity instead of functioning as separate constructs.  
Tourism researchers who recently acknowledged the unidimensional nature of place 
attachment, either considering it a unified latent variable or an observational construct, 
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include Hwang, Lee and Chen (2005), Ramkissoon, Weiler and Smith (2012), Prayag and 
Ryan (2012), Veasna, Wu and Huang (2013), Ram, Björk and Weidenfeld (2016), and Stylos 
et al. (2017).  
The number of items used to measure varies according to the setting and how place 
attachment is conceptualised. Yet most studies draw from the 8-item scale proposed by 
Prayag and Ryan (2012). Applications of the place attachment scale in dark tourism setting 
barely exists. Nonetheless, the tendency among studies in tourism context seems to be fewer 
items that have greater reliability and validity (Williams and Vaske, 2003; Gross and Brown, 
2008; Yuksel, Yuksel and Bilim, 2010). 
In addition, findings from Ramkissoon, Smith and Weiler’s (2013) study indicate that place 
dependence, place identity, place affect and place social bonding altogether provide an 
accurate representation of place attachment. However, the very few studies (Kyle, Mowen 
and Tarrant, 2004; Ramkissoon, Smith and Weiler, 2013) have fallen short of investigating 
all four-dimensional components of place attachment into one model and testing their effects 
collectively.  
5.2.2 Relationships with Satisfaction, Behaviour Intention and Perceived Value of 
Tourism Experience  
The concept of place attachment has been increasingly embraced by researchers and 
managers of leisure and tourism destinations, as a means to move from the traditional 
commodity and service view of management to a more encompassing view which includes 
the perception of and response to a specific tourism experience (Tonge et al., 2015). 
It has been widely accepted that place attachment is central to tourists’ intentions and 
behaviour (Petrick, 2004; Neuvonen, Pouta and Sievänen, 2010; Prayag and Ryan, 2012; Lee 
and Shen, 2013). Kyle et al. (2004) noted that place attachment is conceptually similar to 
psychological commitment. Place attachment could be significantly predictive of tourist’s 
loyalty towards a holiday, i.e., the higher the attachment, the higher the loyalty, and vice 
versa (George and George, 2004; e.g., Alexandris, Kouthouris and Meligdis, 2006; Yuksel, 
Yuksel and Bilim, 2010). Kyle et al. (2004) provided empirical evidence to illustrate the 
effect of psychological commitment on visitors’ behavioural loyalty to a natural recreation 
area. Lee et al. (2007) found that place attachment mediated overall satisfaction with a visit 
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experience on conative loyalty. Similarly, Yuksel et al. (2010) demonstrated that the three 
dimensions of place attachment (i.e., place dependence, affective attachment, and place 
identity) influenced cognitive and affective loyalty directly, which led to conative loyalty. 
Exploring the link between place attachment and customer satisfaction has become the 
subject of a number of researchers. The studies, however, did not provide concurring results. 
Researchers are divided in their examination of the link between place attachment and 
satisfaction (Yuksel, Yuksel and Bilim, 2010). Some researchers suggest that satisfaction 
with a setting could lead to a sense of place attachment (Lee, Kyle and Scott, 2012). In 
contrast, other researchers argue that customer satisfaction judgments could be influenced by 
the type and level of place attachment. Notably, some researchers have found no relationship 
between place attachment and satisfaction. For example, Mesch and Manor (1998) reported 
that an individual can be satisfied with where he or she lives without being particularly 
attached to that place. In the study of Changuklee and Allen (1999), satisfaction with coastal 
tourism destinations in South Carolina was not found to be directly related to visitors’ 
attachment to those destinations. 
In addition, early research in leisure settings has found evidence for the direct relationship 
between experience evaluation and place attachment (e.g., Williams et al., 1992). Loureiro 
(2014) further empirically demonstrated tourist experience in a rural tourism context 
influenced place attachment through emotions and memory, which does not seem to be a 
coherent extension of the original psychological theory given that place attachment has been 
perceived as a relatively steady lifelong personality trait. Suntiku and Jachna (2016) proposed 
to establish a conceptual link between place attachment and experience and a strong 
correlation between perceived experience value and place identity was revealed based on a 
study of heritage tourism in Macao. However, their study does not clarify the position on the 
relationship between place attachment and experience evaluation, but presents the mere 
association instead. In fact, place attachment and tourist experience evaluation are two 
parallel but largely non-intersecting foci in the current tourism literature, lacking a conceptual 
substrate that frames them into a model. This may be because the relationship between place 
attachment and perception of tourism experience is by no means simple but conditioned by a 
number of contextual, personal or cultural factors (Gu and Ryan, 2008). Given that both place 
attachment and experience perception address the essential aspects of tourists’ engagement, it 
is indicative of the fact that the current concentration on experience consumption in a tourism 
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context needs to be expanded to accommodate elements including physical environment i.e. 
place attachment as well as social cultural milieus i.e. culture values (Suntikul and Jachna, 
2016). This study demonstrates an approach and contributes to establishing such a ground.  
5.2.3 Moderating Role of Place Attachment  
Place attachment has been operationalised as an antecedent (e.g., Hwang, Lee and Chen, 
2005; Yuksel, Yuksel and Bilim, 2010), a consequence (e.g., Gross and Brown, 2006; 
Rollero and Piccoli, 2010), a mediator between tourists' attitudes and their intention to visit 
(e.g., Prayag and Ryan, 2012; Tsai, 2012), but rarely a moderator (e.g., Chung et al., 2011; 
Kyle et al., 2003). 
Kyle et al. (2003) attempted to analyse the two sub-dimensions of place identity and place 
dependence as moderators on the relationship between visitors’ attitude towards the use of 
recreational fees and support for spending the money on environmental protection, facility 
and service development, and environmental education. Findings revealed that place identity 
did exert a moderating relationship between attitude and environmental behavioural 
intentions.  
In line with this vein, Budruk et al. (2008) explored the moderating effect of place attachment 
dimensions on the relationships between experience-use history and visitor crowding 
evaluations. Specifically, place identity moderated the relationship between the total times 
visited in the past twelve months and expected crowding among anglers. 
Similarly, Chung et al. (2011) tested the moderating role of place attachment among visitors 
of a national forest, confirming that the degree of the place identity sub-dimension of place 
attachment moderates the effect of price fairness on spending support. 
King, Chen and Funk (2015) have examined the moderating role of place attachment in the 
longitudinal evolvement of destination images in the eyes of tourists and concluded that the 
decay of destination image components was moderated by the level of psychological 
connection a sport tourists attaches to the destination (i.e., place attachment), indicating the 
structural integrity of destination image remained stable over time for tourists with a stronger 
connection to the place.  
Extending this line of thinking, Stylos et al. (2017) revealed in which way, and to what extent 
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place attachment regulates the causal relationship between the three distinct components of 
destination image, holistic image, and revisit intention, with the result denoting that tourists 
with a high place attachment are more likely to be less affected by cognitive and affective 
images they hold for a destination when they feel close to it. 
Additionally, Sohn and Yoon (2016) conducted a questionnaire survey with 435 Japanese 
tourists who visited Seoul that verified the moderating effect of destination attachment on the 
relationship between perceived risk and destination image. Tourists with strong destination 
attachment who perceived higher risk held a more negative destination image.  
Since so far only a handful of research has examined place attachment as a moderator in any 
context as demonstrated above, this study adds on the moderating role of place attachment in 
the tourism experience evaluation process. Hence, it proposes to reveal in which way and to 
what extent place attachment regulates the causal relationships among Chinese cultural value, 
perceived value, satisfaction and behaviour intention respectively, together with highlighting 
the fundamental role of place attachment when predicting the perception of and response to 
experience consumption in dark tourism context.  
5.3 Place Attachment and Dark Tourism  
Recently in place attachment research, the focus of most investigations has been on the 
relationship between place attachment and influencing variables in leisure behaviour. Given 
the contextual nature of place attachment, it is important that research tests the model in other 
tourism contexts and settings to confirm the external validity of the current findings, 
implying the process of place attachment to be one that may be used to influence behaviour 
(Ramkissoon et al., 2013). 
Within the literature of dark tourism consumption, scant studies demonstrated how place 
attachment has been reflected upon in different dark tourism contexts and situations or vice 
versa. Instead, analyses of the intersect between place attachment and dark tourism 
highlighted the importance of place attachment in gaining an in-depth understanding of dark 
tourism experience. Du et al. (2013) examined the site of Nanjing Massacre and argued that 
three dimensions of place identity are relevant including the physical, the chronological and 
the social layers. Simone-Charteris et al. (2013) explored the contribution dark tourism has 
made for visitors to develop a deeper appreciation of the destination identity in Northern 
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Ireland. Dark tourism literature addresses the void empirical evidence exists in the discursive 
space where dark tourism and place attachment meet, together with the contradictory findings 
with respect to the influence of place attachment on the general tourist behaviour, implies that 
the relationship demands further investigation.  
5.4 Summary 
In summary, research investigating the relationship of place attachment with other attitudinal 
and behavioural constructs in tourism contexts is fragmented, scattered and often does not 
fully consider dimensional components under the place attachment construct. More 
specifically, no studies so far in the dark tourism context have empirically examined the 
structural relationships among cultural value, perceived value, satisfaction, behavioural 
intention considering place attachment as a moderator. Hence, the present study sets out an 
integrated approach to advancing the field through understanding how place attachment 
influences tourists’ evaluation of the dark tourism consumption experience and loyalty 
intentions.  
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Chapter 6 Conceptual Framework and Hypotheses Development  
6.1 Introduction  
Based on above literature review, this chapter is to propose a series of hypotheses. In 
addition, a research framework which integrates place attachment, Chinese culture value, 
perceived value, satisfaction and behavioural intention is presented. 
6.2 Hypotheses Development  
Research on perceived value as related to other core marketing constructs has been given 
much attention in the tourism literature. There is a common consensus that perceived value 
constructs precede the emotionally oriented appraisal of satisfaction (Woodruff, 1997) and 
satisfaction in turn may have a direct influence on a customer’s behavioural intentions 
(Fornell, 1992). However, although both practitioners and academics understand that 
consumer loyal intention and satisfaction are linked inextricably, this relation is asymmetric. 
In another word, loyal consumers are most typically satisfied, while satisfaction does not 
universally translate into loyalty (Oliver, 1999). The following hypotheses related to 
perceived value, satisfaction and behavioural intention can be proposed. 
H3-1 Perceived Value positively influences Satisfaction 
H3-2 Perceived Value positively influences Behaviour Intention 
H3-3 Satisfaction positively influences Behaviour Intention 
H3-4 Satisfaction significantly mediates the relationship between Perceived Value and 
Behaviour Intention 
The relationship between CCVs, for example, face consciousness, and perceived social 
benefit has been affirmative in counterfeit consumption setting (Wan et al., 2009). CCVs, 
such as ‘face’ and ‘harmony’, are correlated to satisfaction and loyalty in the context of 
Chinese dining (Hoare, Butcher and O’Brien, 2009). To capture the necessity for better 
understanding dark tourism consumption behaviour in China, the Chinese cultural 
significance must be incorporated into the research design. In addition, this study aims to 
examine the joint antecedent role of perceived value, together with CCVs in influencing 
satisfaction and behaviour intention in dark tourism in China. The propositions are 
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formulated as follows.  
H4-1 Chinese Culture Value positively influences Perceived Value 
H4-2 Chinese Culture Value positively influences Satisfaction 
H4-3 Chinese Culture Value positively influences Behaviour Intention 
H4-4 Perceived Value significantly mediates the relationship between Chinese Culture Value 
and Satisfaction 
H4-5 Perceived Value and Satisfaction jointly significantly mediates the relationship between 
Chinese Culture Value and Behaviour Intention 
Place attachment has been operationalised as an antecedent (e.g., Hwang, Lee and Chen, 
2005; Yuksel, Yuksel and Bilim, 2010), a mediator between tourists' attitudes and their 
intention to visit (e.g., Prayag and Ryan, 2012; Tsai, 2012), and rarely a moderator (e.g., 
Chung et al., 2011; Kyle et al., 2003). This study proposes to reveal in which way and to 
what extent place attachment regulates the causal relationships among Chinese cultural value, 
perceived value, satisfaction and behaviour intention respectively, together with examining 
the role of place attachment as both antecedent and moderator when predicting the perception 
of and response to experience consumption in the dark tourism context. This leads to the 
following hypotheses. 
H5-1 Place Attachment positively influences Perceived Value 
H5-2 Place Attachment positively influences Satisfaction 
H5-3 Place Attachment positively influences Behaviour Intention 
H5-4 Place Attachment moderates the effect of Chinese Culture Value on Perceived Value 
H5-5 Place Attachment moderates the effect of Chinese Culture Value on Satisfaction  
H5-6 Place Attachment moderates the effect of Chinese Culture Value on Behaviour 
Intention 
H5-7 Place Attachment moderates the effect of Perceived Value on Satisfaction 
H5-8 Place Attachment moderates the effect of Perceived Value on Behaviour Intention 
H5-9 Place Attachment moderates the effect of Satisfaction on Behaviour Intention
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In addition, recent research has pointed out that the use of aggregated market perspective can 
prompt unrealistic analysis, bias, inconsistencies etc. (Hair et al., 2016). Therefore, the 
importance of studying the differences in relation to heterogenous tourists’ behavioural 
patterns should be underlined. This study thus aims to demonstrate the influence of tourists’ 
heterogeneity between repeat visitors and first-time visitors on generating satisfaction and 
loyal intentions with their determinant variables respectively, with the hypotheses proposed 
as follows. 
H3-5 There is significant difference between the effect of Perceived Value on Satisfaction for 
repeat visitors and first-time visitors 
H3-6 There is significant difference between the effect of Perceived Value on Behaviour 
Intention for repeat visitors and first-time visitors 
H3-7 There is significant difference between the effect of Satisfaction on Behaviour Intention 
for repeat visitors and first-time visitors 
H4-6 There is significant difference between the effect of Chinese Culture Value on 
Perceived Value for repeat visitors and first-time visitors 
H4-7 There is significant difference between the effect of Chinese Culture Value on 
Satisfaction for repeat visitors and first-time visitors 
H4-8 There is significant difference between the effect of Chinese Culture Value on 
Behaviour Intention for repeat visitors and first-time visitors 
H5-10 There is significant difference between the effect of Place attachment on Perceived 
Value for repeat visitors and first-time visitors 
H5-11 There is significant difference between the effect of Place attachment on Satisfaction 
for repeat visitors and first-time visitors 
H5-12 There is significant difference between the effect of Place attachment on Behaviour 
Intention for repeat visitors and first-time visitors 
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6.3 Research Framework  
This study proposes an integrated approach to understanding dark tourism consumption 
experience in China and extends the theoretical and empirical evidence of causal 
relationships between perceived value, satisfaction and behaviour intention by involving 
Chinese culture value and place attachment constructs. The theoretical framework is 
presented in Figure 6.1.  
 
Figure 6.1 The Hypothesized Research Framework 
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Chapter 7 Research Methodology 
7.1 Introduction  
The aim of this chapter is to outline the research design. Accordingly, the methodological 
approach is proposed for this study and the justification for the chosen research methodology 
is indicated, followed by the discussion of the most appropriate methods as well as some 
technical procedure for empirical analysis.  
7.2 Research Philosophy 
The importance of research philosophy is that it provides a guide for the researcher in 
developing knowledge in a specific field (Saunders, Lewis and Thornhill, 2009). Existing 
knowledge can be interpreted and obtained differently according to the researchers’ view of 
the world. The research paradigm depicts the way the research thinks about the development 
of knowledge and an appropriate choice at this stage is critical for the success of the study. 
According to Guba (1990, p.17), paradigm is ‘a basic set of beliefs that guides action’ and is 
characterized by the way it responds to three basic questions, namely ontology (i.e. the nature 
of reality), epistemology (i.e. the relationship between the researcher and subjects/objects) 
and methodology (i.e. the set of guidelines for contacting research) (Jennings, 2001).  
The paradigm that governs the current research is positivism (Table 7.1), which ‘embraces a 
view of the world as being guided by scientific rules that explain the behaviour of phenomena 
through causal relationships’ (Jennings, 2001, p.34). Saunders et al. (2009) explain that the 
researcher who adopts a positivist view, is an objective analyst and normally works on the 
basis of a highly structured methodology, develop hypotheses from existing theory, and 
collects quantifiable data for statistical analysis. In this process, positivist researchers 
consider themselves as having least impact on the subject of research. According to Remenyi 
and Williams (1998, p.33), the researcher ‘is independent of and neither affects nor is 
affected by the subject of the research’. 
Precisely, the ontological base of this research is that human behaviour is predictable. The 
proposed research framework attempts to explore the causal relationship among the certain 
variables. The epistemological basis of the positivism paradigm requests all the necessary 
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actions to be taken in order to decrease researchers’ interference with the respondents. The 
methodology is carefully planned to ensure the procedures repeatable. A questionnaire survey 
is conducted as the most appropriate method for data collection, following by data analysis 
using statistical programmes including SPSS and SEM-PLS. 
Table 7.1 The general notion of positivism 
Positivism 
Basic belief 
• The world is external and objective 
• The observer is independent of what is observed 
• Science is value-free: the choice of what to study and how to study it is determined by 
objective criteria rather than human beliefs and interests 
The researcher should 
• Focus on facts 
• Locate causality between variables 
• Formulate and test hypotheses (deductive approach) 
Methods include 
• Operationalizing concepts so that they can be measured 
• Using large samples from which to generalise to the population 
• Quantitative methods 
 Source: Gray (2013) 
7.3 Research Approach  
There are two different research approaches - deductive and inductive. The research approach 
is different according to the research philosophy (Saunders, Lewis and Thornhill, 2009). The 
deductive research approach is employed for the current study. According to Saunders et al. 
(2009), deduction is suitable for scientific research, in which the development of a theory is 
subjected to a rigorous test. Robson and McCartan (2016) proposed five stages of deductive 
research. First, a hypothesis is adopted from existing theory. Second, research indicates the 
measurement of concepts or variables or assumptions about the relationship between 
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variables. Third, the hypothesis is tested. Fourth, specific outcomes are examined. Last, the 
researcher modifies the theory with the finding. As such, in this study, a theoretical 
framework is formulated based on thorough literature review, along with hypotheses 
developed to test to verify, modify or refute the theory in light of the findings. Although this 
proposed research has chosen the pursuit of positivism, in order to justify the suitable 
research approach, the differences between two approaches have to be clarified (Table 7.2). 
Table 7.2 Major differences between deductive and inductive approaches to research 
Deduction emphasises Induction emphasises 
• Scientific principles 
• Moving from theory to data 
• The need to explain causal 
relationships between variables 
• The collection of quantitative data 
• The application of controls to ensure 
validity of data 
• The operationalization of concepts to 
ensure clarity of definition 
• A highly structured approach 
• Researcher independence of what is 
being researched 
• The necessity to select samples of 
sufficient size in order to generalise 
conclusion 
• Gaining an understanding of the 
meanings humans attach to events  
• A close understanding of the research 
context  
• The collection of qualitative data 
• A more flexible structure to permit 
changes of research emphasis as the 
research progress 
• A realisation that the researcher is part 
of the research process 
• Less concern with the need to 
generalise  
Source: Saunders et al. (2009) 
7.4 Purpose of Research 
The purpose of research can be classified in three ways, i.e. exploratory, descriptive and 
explanatory (Saunders, Lewis and Thornhill, 2009). The descriptive research aims to describe 
what is without further explanation of why. It is descriptive of, for example, a pattern of 
behaviour or activities in order to update or not previously studies. An exploratory study is 
about finding what is happening. They are used to clarify the understanding of a problem and 
the studies might bring new data as well as new insights into what has been researched. An 
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explanatory research is to identify the causal relationship between variables. Moreover, it 
seeks to explain data in relation with variables. Hence, it fits the current research which 
focuses on establishing and explaining the relationship among variables.  
7.5 Research Design 
Easterby-Smith et al. (2008) state that research design is influenced by the ontology and 
epistemology selected by researchers. Research design, in relation to epistemological 
foundations, guides researchers in selecting research methods and in the analysis of the data 
(Bryman and Bell, 2007). Research design can be distinguished to two approaches: 
quantitative research and qualitative research. Before selecting research design, the difference 
between quantitative and qualitative research is reviewed. 
The quantitative design has been linked with an objectivist and positivist paradigm, in which 
quantified observation and statistical analysis are usually adopted (Saunders, Lewis and 
Thornhill, 2009). Quantitative design usually applies when the purposes of research is to test 
hypotheses, which requires a large sample size. Computer analysis is used to give reliable 
results. Bryman and Bell (2007) believe that a quantitative approach is more precise in 
measuring relationships of variables, as it generates clear characteristics of its subjects. 
According to Veal (2006), the qualitative design is generally concerned with the form of 
words, conveyed orally or in writing, including images and sound. It allows the researcher to 
gather a relatively large amount of information in relation to the research subjects, which may 
be used to obtain a full and rounded understanding of a subject’s behaviour, attitudes or 
situation. It emphasises the way in which individuals interpret their social world rather than 
believing in norms of the natural scientific model and of positivism and thus permits the 
chances of discovering remarkable or unexpected events that proposed a new line of 
investigation. Yet, Qualitative research usually lacks structure and has a practical limit on the 
number of subjects in the collection and analysis process. Therefore, it has a more limited 
amount of information in terms of quantity. 
7.5.1 Rationale  
Literature in studying consumer value perception reveals that the vast majority of them 
employed survey for the collection of the data, the technique which is dominant in the 
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espoused cultural value research too. Researchers also carry out surveys in order to assess the 
influence of perceived value upon other domains in consumer behaviour literature. 
Consequently, a survey should be the method that best uncovers how Chinese tourists 
evaluate dark tourism consumption through Chinese culture lens and the extent to which they 
are satisfied with the experience and loyal to the destination. A self-administered 
questionnaire is desirable to conduct the survey. According to Brace (2008), Jennings (2001), 
and Oppenheim (1992), it can be complex and thus is good for questioning sensitive topics. 
In addition, it has higher response rate, the quality of the data collected is high, and, at the 
meantime, researches’ interference is minimised. A limited number of questions can be 
included in is probably the only minus in the current research context. Overall, the 
quantitative approach plays a predominant role in the final data analysis of this study, while 
the qualitative approach contributes greatly to the instrument development. 
7.5.2 Instrument Development  
The items of perceived value constructs in the questionnaire resulted from items in the 
contexts of both leisure and post-disaster travelling behaviour identified in the literature, as 
well interviews with a purposive sample of 20 tourists who had been to Sichuan after the 
earthquake. The interviewees have been simply asked, with an open-ended question, what 
benefits they perceived based on their experiences in visiting dark sites after the earthquake. 
In addition, measurement items are derived from an intensive literature review in the area of 
Chinese cultural value (CCV), place attachment (PA), satisfaction (SATIS), and behaviour 
intention (BI) (Table 7.3). 
Table 7.3 Scales and sources 
Construct  Scale items  
Perceived Value   
Functional Value (Sweeney and Soutar, 2001) Acceptable standard of quality 
Well organized 
The quality was maintained throughout 
The time spent was worthy 
Value for money 
Social Value (Sweeney and Soutar, 2001) Give social approval from others 
Improves the way I am perceived 
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Construct  Scale items  
Makes me feel acceptable to the others 
Enables me to impress the others 
Epistemic Value (Sánchez et al., 2006) Provides authentic experience 
Satisfies my curiosity 
Highly educational 
Adds new knowledge 
Emotional Value (Sánchez et al., 2006; Hosany 
and Gilbert, 2010; Kang et al., 2012) 
Feeling of comfortable 
Feeling of enjoyable 
Feeling of stimulating 
Feeling of proud  
Feeling of astonishing 
Feeling of well-being (√) 
A sense of sorrow for the miserable 
circumstances people had to confront with 
A sense of empathy with the painful lives of 
survivors 
A sense of sympathy for people who were 
killed, injured or orphaned 
A sense of appreciative of the efforts in fight 
against the disaster (√) 
A sense of fear from the cruel nature which 
caused the tragedy 
A sense of depressed from the exhibition 
contents or themes  
Conditional Value (Sheth, Newman and Gross, 
1991) 
Carried out the obligation to visit the site and 
commemorate victims (√) 
Relieved from the memory of the disaster (√) 
Had a meaningful day out (√) 
Chinese Culture Value (Mok and DeFranco, 
2000)  
 
Respect for Authority I believe that a teacher of one day is a father of a 
lifetime 
I believe that youngsters should have respect for 
elders 
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Construct  Scale items  
I believe that one should pay special attention to 
the advice of powerful people 
Interdependence I would like to follow different customs in 
different places 
I would like to retain good connection with 
others 
I believe that developing connections is 
necessary in one’s daily life 
Face I am concerned about how others perceive me 
I do not mind suffering hardships in order to 
preserve face 
I believe it is important to give ‘Mien-tzu’ to 
others 
Harmony When dealing with others I restrain myself and 
keep a low profile 
When dealing with others I consider their 
feelings and take great care that my words and 
actions do not make others uncomfortable 
Even when I disagree with someone’s opinions, 
I do not show any resentment and polite to 
him/her 
Group Orientation I readily subordinate my individual interest in 
pursuit of the primacy interests of specific social 
I readily work hard for the goals of my group, 
even if it does not result in personal recognition 
I readily help others in need of help 
External Attribution I believe fate that something in life is far beyond 
our control 
I regard human beings as a part of nature that 
we should not try to master but adapt to so as to 
maintain a balance with 
Do all that is humanly possible and leave the 
rest to the will of providence 
Place Attachment (Kyle et al., 2004)  
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Construct  Scale items  
Place Dependence  Visiting here is more important to me than 
visiting in any other place 
I wouldn’t substitute any other place for the type 
experience I have here 
Place Identity I identify strongly with this place 
I feel this place is a part of me 
Social Bonding I have a lot of fond memories about this place 
I have a special connection to the people who 
belong to this place 
Place Affect This place means a lot to me 
I am very attached to this place 
Satisfaction (Oliver, 2000) The experience is exactly what I needed 
My choice to purchase this trip was a wise one 
Overall, I am satisfied with my dark tourism 
experience 
Behaviour Intention (Oh, 1999) Likelihood to recommend 
Likelihood of returning to destination 
Note: ‘√’represents the value item mentioned by interviewees. 
7.5.3 Questionnaire Structure  
This study was quantitative in nature and the instrument was a self-administered survey. 
Based on a comprehensive review of the tourism literature combined with the outcomes of 
the preliminary interviews, a total 68 questions are divided into six sections (Table 7.4). The 
respondents have been asked to indicate their agreement levels of espoused Chinese culture 
values, following by their evaluation with the statements of perceived value, place 
attachment, satisfaction and behaviour intention. The last section seeks socio-demographic 
(gender, age, ethnic group, marital status, education background and tourist source) and 
travel-related characteristics of respondents (previous dark tourism experience with 
Wenchuan in particular, with other disaster affected destinations and with general dark 
tourism destinations across dark tourism settings). 
The questionnaire has a cover letter which briefly explains the purpose and requirement for 
the participants. In addition, because the data need to be collected in China, it is necessary to 
translate the instrument originally designed in English into Chinese. To maintain content 
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validity, the questionnaire has been translated into Chinese under the principles of a blind 
translation-back-translation method (i.e. from English to Chinese and then from Chinese to 
English) as suggested by Anderson and Brislin (1976). The blind translation-back-translation 
method allows the researchers to examine the original and back-translated versions and 
thereby improves the quality of translation. 
Table 7.4 Questionnaire structure  
Section 
Number 
of items Variable Scale 
Chinese Culture Value 18 
See Table 7.3 
Interval 
Scale 
Perceived Value 28 
Place Attachment 8 
Satisfaction  3 
Behaviour Intention 2 
Socio-demographics/Travel 
characteristics 
9 
Gender 
Nominal 
Age 
Ethnic group 
Marital status 
Education 
Tourism source 
Repeat visit 
Other disaster tourism experience 
General dark tourism experience 
across settings 
7.5.4 Measurement 
According to (Žabkar, Brenčič and Dmitrović, 2010), measurement practices in business 
research are conventionally based on reflective measurement. It means that most established 
scales in the literature are traditionally applicable to the classical test theory, wherein the 
direction of causality runs from the construct to its measures (Diamantopoulos, Riefler and 
Roth, 2008). However, it has been recently recognised that for some constructs it makes more 
sense to reverse the causality, implying that the construct is a combination of its measures 
and consequently changes in the indicators cause changes in the construct rather than vice 
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versa (Jarvis, MacKenzie and Podsakoff, 2003). Perceived value (PV), Chinese cultural value 
(CCV), place attachment (PA) measured for the hypothesized model in the present study 
qualify as some of these constructs. In comparison, satisfaction (SATIS) and behaviour 
intention (BI) are reflectively measured. All items are adapted from the past literature and 
modified to fit the context of the current study context (i.e. dark tourism consumption in 
China) using seven-point scales, ranging from ‘extremely disagree’ (1) to ‘extremely agree’ 
(7). 
6.5.4 Pilot Study 
A pilot experiment is a precursor to a full-scale study used to check and eliminate possible 
problems. The main aims of the pilot study are as follows: 
i. To test questionnaire wording 
ii. To test sequencing 
iii. To test questionnaire layout 
iv. To test fieldwork arrangement 
v. To close with respondents 
vi. To train and test field workers 
vii. To estimate response rate 
viii. To test analysis procedures 
In this study, in order to assess the validity of the measuring scales, 5 tourism academics have 
been asked to check if the scales appropriately measure the concepts analysed. All scales 
have been pretested on 10 Chinese postgraduate students to obtain feedback on the clarity 
and appropriateness of questions, internally consistent and whether the planned questions are 
meaningful to respondents. It also aims to minimize the number of items in each subscale in 
order to bring the survey to a length that would not be daunting for respondents in the main 
survey. The questionnaire as a whole has then been pretested on 20 tourists who had visited 
the selected dark tourism destinations before. Based on the pilot test, some minor 
modifications have been made to eliminate ambiguousness in term of the wordings of 
questionnaire in Chinese.  
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7.5.5 Sampling 
According to Zikmund (2003), sampling is a procedure using a small number of the 
population to make a conclusion with respect to the whole population. To select an 
appropriate sample is a prerequisite to obtain required information. The procedures should be 
performed in orders which are listed as follows: 
i. Define the target population 
ii. Determine the sampling frame 
iii. Select sampling techniques 
iv. Determine the sample size 
v. Execute the sampling process 
First, it is vital to identify the research population so as to receive necessary information for 
tackling the original research problem (Brown and Churchill, 2004). The target population in 
this study is defined as Chinese domestic tourists who visit post-disaster tourism destinations. 
Probability sampling was rejected in favour of multi-stage sampling strategy incorporating 
judgemental sampling and convenience sampling. Application of this sampling method can 
be divided into the following stages: first, Sichuan province is selected using judgmental 
sampling method; second, Wenchuan county is selected using judgmental sampling method; 
third, Wenchuan Earthquake Memorial Museum is chosen using judgmental sampling 
method; and finally, on-site post-visit survey is administrated to respondents using 
convenience sampling method.  
There are reasons why this technique has been chosen. First, judgmental sampling, known as 
purposive sampling and authoritative sampling as well, is a non-probability sampling 
technique where the researcher selects units to be sampled based on their knowledge and 
professional judgment. Judgmental sampling design is usually used in obtaining information 
from a very specific group of people with a limited number but capable of assembling a 
representative sample as a reliable professional or authority, which is applicable to this study. 
Wenchuan Earthquake Memorial Museum, in Wenchuan county, Sichuan province, China is 
the most notable attraction themed earthquake tours in the niche market but can ensure better 
sample representativeness and lead to a comparatively wide range of responses from those 
who engaged in different aspects of dark tourism experience. Second, convenience sampling 
involves the units being drawn from the population who are of relative ease of access, which 
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is applicable when the time and budget constraints are taken into consideration but more 
importantly due to the exploratory nature of the research. In addition, according to Schindler 
and Cooper (2005), the sample size between 30 and 500 are appropriate for most surveys. 
The minimum size of 300 is viewed to be affordable and able to meet the statistic 
requirements. 
7.5.6 Data Collection 
The final questionnaires were distributed to tourists visiting Wenchuan (汶川) Earthquake 
Memorial Museum. To increase the response rate and minimize misunderstanding, 4 field 
assistant researchers were present at the places between August 2016 and September 2016 in 
order to identify tourists participating in and explain the study purpose to them. The 
questionnaire was distributed to tourists who agree to participate in the survey. This research 
surveyed domestic Chinese tourists only, given the purpose of this study. Only the tourists 
who completed the tour and were about to leave were invited to participate in the study. 
Carton-boxes were used to collect the completed questionnaire to avoid of returning in hand, 
which could help assure respondents’ anonymity and increase the sincerity of the responses 
gathered. 
7.5.7 Analysis 
In order to test the proposed conceptual model, this study employs partial least squares 
structural equation modelling (PLS-SEM). PLS-SEM is an alternative to traditional structural 
equation modelling (SEM) and can be applied to model the relationships of causality among 
the variables (Wold, 1985). In this method, rather than using the model to explain 
covariations among indicators as SEM does, PLS maximises the explained variance of all 
dependent variables based on how these variables relate to their neighbouring constructs 
(Valle and Assaker, 2016). It uses an iterative algorithm in which the parameters are 
calculated with a series of least squares regressions after explicitly creating construct scores 
by weighting the sums of items underlying each construct (Chin, 1998). The term partial 
stems from the idea that the iterative procedure involves separating the parameters rather than 
estimating them simultaneously (Hulland, 1999). 
The rationale behind the selection of PLS path modelling for the current study is presented as 
follows. First, PLS has an advantage while trying to explore, rather than confirm, theory, with 
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appropriation for applying to the phenomenon being investigated relatively new and the 
measurement models being at the exploratory stage (Wold, 1985). Second, PLS is useful to 
examine structural models in cases of small samples, when the multivariate normality of the 
data cannot be supported (Chin and Newsted, 1999). Third, PLS allows the unrestricted 
computation of models composed of both ‘reflective’ and ‘formative’ indicators 
(Diamantopoulos and Winklhofer, 2001). Finally, PLS can examine large, complex models 
that consist of several latent and manifest variables, as well as hierarchical models with first-
order and second-order latent constructs (Wold, 1985). In short, in line with our research 
scenario, PLS can overcome many issues, for examples, identification, non-convergence, 
sample limitations, and assumptions, associated with traditional covariance-based SEM 
(Vinzi, Trinchera and Amato, 2010). 
7.6 Summary  
This chapter presents the overview of the general idea of the research methodologies and 
research methods. It also identifies the chosen research methodologies and methods. The 
objectivism and positivism have been adopted as the research philosophy. This study is 
quantitative in nature and the instrument is a self-administered survey, based on a 
comprehensive review of the tourism literature combined with the outcomes of the 
preliminary study. It is believed that the expected research findings will lead to the 
development of knowledge about, and so generate a better understanding of, dark tourism 
consumption behaviour in China. Table 7.5 summarize the selected methodology and method 
for the current research. 
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Table 7.5 Summary of the selected methodology and method 
 Pilot study Main study 
Research questions To explore the relationship between PV, CCV, PA, SATIS, 
and BI in dark tourism context in China. 
Research objectives • To underline Chinese tourists’ PVs of dark tourism 
experience 
• To test whether CCV and PA have a significant 
impact on PV of dark tourism experience respectively. 
• To investigate the joined antecedent role of PV 
alongside CCV and PA upon SATIS and BI in dark tourism 
context. 
• To examine the moderating role of PA 
• To investigate the group heterogeneity in relation to 
travel characteristics  
Research philosophy Objectivism and Positivism 
Research strategy Deductive 
Research purpose Explanatory study 
Research approach Quantitative research 
Data collection method • Interview 
• Self-administered questionnaire survey 
(predominant) 
Research context Dark tourism in China 
Participants • Tourism academics 
• PG Chinese students 
• Chinese tourists who 
visit dark sites after 
the disaster  
Chinese tourists who take 
dark tourism tour in quake-
affected destinations in 
Sichuan, China   
Number of participants 35 300+ 
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Chapter 8 Data Analysis 
8.1 Introduction  
This chapter will present data analysis of the empirical study. Firstly, SPSS 23 is used to 
generate the result of factor grouping by means of exploratory factor analysis, which serve as 
a necessity for the main hypothesized model testing. Then partial least square (PLS) testing 
of the present research model is performed with SmartPLS 3.2.6 software (Ringle, Wende 
and Becker, 2015) based on the guideline of hierarchical component model estimation. Apart 
from the measurement and structure model evaluation, SmartPLS 3.2.6 is configured to 
perform advanced modelling including the confirmatory tetrad analysis, multiple mediation, 
categorical moderation analysis and so on to estimate the appropriateness of the research 
model and sufficiently test the hypotheses. The key findings are presented in the end. 
8.2 Data Preparation for PLS-SEM 
A total of 384 questionnaires have been completed and returned. The data are missing at 
random with a limited number, ranging from 0.3% to 2.1% per indicator, which is much less 
than 5% threshold of reasonable limits. The approach of Expectation-Maximization (EM) 
algorithm (Dempster, Laird and Rubin, 1977) is used for missing values imputation which 
has been empirically proven to work better than other methods such as listwise, pairwise data 
deletion, and means substitution (Little and Rubin, 2014). 
In addition, with the rising complexity of emotion theories in the dark tourism context, 
Emotional Value, as one sub-component of Perceived Value, is operationalised as 
multidimensional construct per se consisting four sub-dimensions: Joy, Positive Surprise, 
Tenderness and Negative Sentiment, each of which contains 2 to 4 observable indicators. 
However, the PLS path model is typically restricted to second-order in terms of the number 
of layers that can be involved in (Rindskopf and Rose, 1988). Hence, exploratory factor 
analysis is performed to delineate the underlying dimensions of the Emotional Value 
construct. Unstandardized factor scores are thus computed accordingly and further serve as 
manifest variables for the abstraction of Emotional Value construct for PLS-SEM testing.  
The suitability of data for factor analysis was assessed. The Kaiser-Meyer-Oklin value should 
exceed the recommended value of 0.6 and Bartlett’s Test of Sphericity reaches statistical 
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significance, supporting the factorability of the correlation matrix (Pallant, 2013). 
Exploratory factor analysis with a varimax rotation approach was used to group the 12 
emotional value items. The two-factor dimensions were identified and labelled as: (i) ‘Joy 
and positive surprise’, (ii) ‘Misery and empathy’. These were named based on the common 
characteristics of the variables included. These two-factor dimensions explained 60.434% of 
the total variance. According to (Kaiser, 1974) criterion, a factor dimension with eigenvalues 
greater than 1.0 can be reported in the final factor structure, and only items with factor 
loading greater than 0.4, which indicates a good correlation between the items and the factor 
grouping that they belong to, should be retained for each factor grouping. In this study, both 
two dimensions have eigenvalues greater than 1.0, and the items in each dimension have a 
factor loading greater than 0.4. In addition, Cronbach’s alpha was calculated to test the 
internal consistency of items within each factor dimension. The results showed (Table 8.1) 
that the alpha coefficients for the two-factor dimensions are well above the minimum value 
of 0.6 as an indication of reliability (Hair et al., 2013). 
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Table 8.1 Exploratory factor analysis for emotional values 
Dimensions 
Factor 
Loading 
Eigen 
Value 
Variance 
Explained Mean 
Factor 1 Joy and Positive Surprise 
(alpha=0.882)  4.152 34.596 3.914 
PV_15 Feeling of comfortable 0.910    
PV_16 Feeling of enjoyable 0.910    
PV_17 Feeling of stimulating 0.887    
PV_14 Feeling of proud of having visited 
the Wenchuan earthquake memorial 0.790    
PV_18 Feeling of astonishing 0.637    
PV_28 Feeling of well-being 0.561    
Factor 2 Misery and Empathy 
(alpha=0.822)  3.101 25.838 5.833 
PV_21 A sense of sorrow for the miserable 
circumstances people had to confront with 0.823    
PV_22 A sense of empathy with the painful 
lives of survivors 0.820    
PV_20 A sense of sympathy for people who 
were killed, injured or orphaned 0.806    
PV_24 A sense of appreciative of the 
efforts in fight against the disaster 0.764    
PV_19 A sense of fear from the cruel nature 
which caused the tragedy 0.611    
PV_23 A sense of depressed from the 
exhibition contents or themes 0.591    
Total Variance Explained   60.434  
Note: KMO = 0.844. 
Bartlett’s Test of Sphericity = 2456.651 at df = 66 with Sig. of 0.000. 
 
Chapter 8 Data Analysis 
65 
 
8.3 PLS-SEM Sample Size 
The sample size (384) satisfies both the guidelines suggested by Becker et al. (2017). 
Traditionally research in the application of PLS-SEM follows the 10 times rule proposed by 
Barclay et al. (1995), indicating that the sample size should be at least equal to 10 times the 
maximum number of arrowheads pointing at a latent variable anywhere in the PLS path 
model. Becker, Ringle and Sarstedt (2017) argue that the usually recommended number of 
observations followed by 10 times rule is too small to identify even moderate effects and thus 
suggest better twenty to thirty times instead, i.e., the sample size of 120 to180 is required for 
the current proposed model. Alternatively, they suggest that the required sample size can be 
determined by means of power analyses. Specifically, when the maximum number of paths 
pointing at a construct is 6 as shown in the current model, 68 observations are needed to 
achieve a statistical power of 95% for detecting an f2 effect size of 0.2 (with a 5% probability 
of error). 
8.4 Results of Descriptive Analysis 
Table 8.2 shows the social demographic and travel characteristics of 384 respondents. The 
sample population are approximately evenly divided between males (46.1%) and females 
(53.4%), with a slightly larger population married (54.7%). The majority of respondents fell 
in the age group of 25-34 (37.8%), followed by the age groups of 16- 24 (35.4%) and 35-44 
(16.1%). The other age groups have a marginal percentage respectively. Most respondents are 
educated at college or university level. More than two-thirds of the respondents have 
previous dark tourism experience either in Wenchuan or other destinations. The majority of 
respondents declare they are descents of Han and come from Sichuan province. 
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Table 8.2 Socio-demographic profile/travel characteristic of travellers 
Socio-demographic 
variable 
Number 
of 
responses 
Percentage 
of responses 
(%) 
Travel 
characteristic 
Number 
of 
responses 
Percentage 
of responses 
(%) 
Gender   Repeat visit   
Male 177 46.1 Yes 157 40.9 
Female 205 53.4 No 225 58.6 
Age   Other dark 
tourism 
experience in 
Wenchuan 
  
16-24 136 35.4 Yes 173 45.3 
25-34 145 37.8 No 209 54.7 
35-44 62 16.1 Other general 
dark tourism 
experience 
  
45-54 33 8.6 Yes 196 51.0 
55-64 7 1.8 No 182 48.1 
65+ 1 0.3    
Ethnic Group      
Han 340 88.5    
Minority 44 11.5    
Marital status      
Single 161 41.9    
Married 210 54.7    
Others 12 3.1    
Education      
No formal education 2 0.5    
Primary/elementary 
school 
8 2.1    
Secondary/high 
school 
59 15.4    
College/university 263 68.5    
Postgraduate 47 12.2    
Tourist Source      
Sichuan province 229 59.6    
Others 154 40.1    
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8.5 The Reflective-Formative Hierarchical Component Model (HMC) 
PLS-SEM can be designed as a hierarchical component model (HCM) which refers to a 
construct measured at more than one level of abstraction in PLS path model. The method has 
the advantages of reducing model complexity, making it more theoretical parsimony and 
eliminating potential discriminant validity problems caused by collinearity issues as well 
(Hair et al., 2016). Typically, HCM is characterized by the number of levels in the model and 
the relationship between the constructs in the model (Ringle, Sarstedt and Straub, 2012). 
Theoretical concepts of Chinese Cultural Value, Perceived Value and Place Attachment are 
operationalised as multidimensional constructs in this study. They have been modelled as 
unobservable higher-order/second-order constructs (HOCs/SOs) constituted by observable 
lower-order/first-order constructs (LOCs/FOs), which results in the type of model designed 
for the current study, i.e., a reflective-formative hierarchical component model. The PLS-
SEM literature provides limited information in terms of a clear guidance on how to report the 
result of hierarchical component models. (Becker, Klein and Wetzels, 2012) briefly 
summarizes some caveats as well as rules of thumb for better communicating hierarchical 
component model that this study follows through associated with the estimation, evaluation 
and interpretation of the HCM results.  
8.5.1 The Approach to HMC Analysis 
The approaches generally suggested to estimate the parameters in HCM using PLS-SEM 
include the repeated indicator approach (Lohmöller, 2013), the two-stage approach (Wetzels, 
Odekerken-Schröder and van Oppen, 2009) and rarely the hybrid approach (Wilson and 
Henseler, 2007).  
For the repeated indicator approach, the HOCs can be specified using all manifest variables 
of the underlying LOCs. The manifest variables are thus used twice which causes the 
artificially correlated residuals (Lohmöller, 2013). Another issue arising when using the 
repeated indicator approach in the formative-formative and reflective-formative HCM is that 
the LOCs explain almost all the variance of the HOCs, yielding an R2 value of 1.0. As a 
result, any further path coefficient for relationship pointing at the formative HOC will be zero 
and nonsignificant (Ringle, Sarstedt and Straub, 2012).  
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The hybrid approach works similarly to the repeated indicator approach but uses manifest 
variables only once in a model by randomly splitting the indicators of each LOC and using 
one half to estimate the first-order construct and the other half to estimate the HOC, therefore 
to avoid the repeated use of indicators and the artificially correlated residuals caused by in the 
model (Wilson and Henseler, 2007). However, it largely reduces the reliability of the 
measures by considering only half the number of indicators which leads to biased result 
(Lohmöller, 2013) and thus is disregarded in this study.  
The two-stage approach estimates the construct scores of the LOCs in a first-stage model 
without the HOCs at present, and subsequently uses first-stage construct scores as indicators 
for the higher order latent variable in a separate second-stage analysis, which is more 
parsimonious and has an advantage of assessing the nature of the HOC using a confirmatory 
tetrad analysis (CTA-PLS) (Cadogan and Lee, 2013). The downside of this approach is that 
the separate estimation of the lower and higher-order level models might cause 
interpretational confounding because it does not take the whole nomological network into 
account (Wilson and Henseler, 2007).  
Nevertheless, according to Ringle, Sarstedt and Straub (2012), the two-stage approach is 
advisable in a complex path model in which a formative HOC has an endogenous position. In 
addition, not all algorithmic weighting schemes for the inner PLS path model is applicable to 
estimating HCMs in PLS-SEM. According to Hair et al. (2016), the factor and path weighting 
schemes provide reasonable outcomes. Therefore, this study applies a combination of the 
repeated indicator approach and the use of the LOCs scores in a two-stage hierarchical 
component model analysis with path weighting scheme as recommended by Ringle, Sarstedt 
and Straub (2012), which is believed to outperform the other approaches for the reflective-
formative HCM testing. Specifically, in the first stage, the repeated indicator approach is 
adopted to estimate the reflectively measured LOCs and obtain the latent variable scores for 
them; in the second stage, the LOCs scores serve as manifest variables in either reflectively 
or formatively measured HOCs estimation as well as the evaluating the structure of HCM. 
8.5.2 Evaluation of the LOCs Measurement Models (First Stage) 
The appropriateness of reflective LOCs including Chinese Culture Value (CCV), Perceived 
Value (PV) and Place Attachment (PA) is assessed in the first stage based on the repeated 
indicator approach. Reliability and validity are first administered to determine the goodness 
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of measurement. Reliability is a form of test that indicates stability and consistency of the 
measurements, while validity refers to the degree to which a scale accurately assesses the 
constructs that are being measured (Sirakaya-Turk et al., 2011). Since reliability is a 
condition for validity, indicator reliability is first checked to ensure the associated indicators 
have much in common that is captured by the latent construct. After examining the outer 
loadings for all latent variables, most of the reflective indicators have out loadings above 
0.70. Five indicators (i.e., CCV_3, CCV_7, CCV_18, PV_11, pviv_1) are found to have 
loadings between 0.4 to 0.7. A loading relevance test is therefore performed where 
problematic indicators should be deleted only if their removal from the PLS model leads to 
an increase of Average Variance Extracted (AVE) and composite reliability of their 
constructs above the thresholds (Hair et al., 2013). As without the elimination of these 
indicators AVE and composite reliability of their respective latent constructs have already 
met the thresholds of 0.50 and 0.70, these five indicators are retained in the model.  
In PLS-SEM, composite reliability rather than Cronbach’s alpha is used to evaluate the 
measurement model’s internal consistency reliability. The internal consistency reliability is 
traditionally checked using Cronbach’s alpha, which is not suitable for PLS-SEM because it 
is sensitive to the number of items in the scale, and is also found to generate severe 
underestimation when applied to PLS path models (Werts et al., 1974). Prior research 
suggests that a threshold level of 0.60 should be required to demonstrate a satisfactory 
composite reliability in exploratory research and a threshold of 0.70 or higher for well-
established constructs (Becker, Ringle and Sarstedt, 2017) but 0.95 or higher is not desirable 
(Hair et al., 2016). The composite reliability for all LOCs in this study is shown to be 
between 0.70 and 0.95, indicating high levels of internal consistency reliability. 
Convergent validity refers to the model’s ability to explain the indicator’s variance. Hair et 
al. (2016) suggest an AVE threshold level of 0.5 as evidence of convergent validity. The 
AVE for the LOCs of CCV, PV, and PA are well above the required minimum level of 0.50 
(Tables 8.3–8.5). 
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Table 8.3  Quality criteria of the reflective LOCs of Chinese Culture Value (CCV) 
Construct Out Loadings 
Composite 
Reliability AVE 
ccv_i Respect for Authority  0.806 0.584 
CCV_1 I believe that a teacher of one day is a father of 
a lifetime 0.795   
CCV_2 I believe that youngsters should have respect 
for elders 0.830   
CCV_3 I believe that one should pay special attention 
to the advice of powerful people 0.657   
ccv_ii Interdependence   0.861 0.673 
CCV_4 I would like to follow different customs in 
different places  0.802   
CCV_5 I would like to retain good connection with 
others 0.805   
CCV_6 I believe that developing connections is 
necessary in one’s daily life 0.853   
ccv_iii Face  0.764 0.524 
CCV_7 I am concerned about how others perceive me 0.595   
CCV_8 I do not mind suffering hardships in order to 
preserve face 0.730   
CCV_9 I believe it is important to give ‘Mien-tzu’ to 
others 0.827   
ccv_iv Harmony  0.878 0.706 
CCV_10 When dealing with others I restrain myself 
and keep a low profile 0.822   
CCV_11 When dealing with others I consider their 
feelings and take great care that my words and actions 
do not make others uncomfortable 0.854   
CCV_12 Even when I disagree with someone’s 
opinions, I do not show any resentment and polite to 
him/her 0.844   
ccv_v Group Orientation  0.889 0.727 
CCV_13 I readily subordinate my individual interest in 
pursuit of the primacy interests of specific social 
groups and maintenance of group cohesiveness 0.891   
CCV_14 I readily work hard for the goals of my group, 
even if it does not result in personal recognition 0.841   
CCV_15 I readily help others in need of help 
 0.825   
ccv_vi External Attribution  0.794 0.565 
CCV_16 I believe fate that something in life is far 
beyond our control 0.725   
CCV_17 I regard human beings as a part of nature 
that we should not try to master but adapt to so as to 
maintain a balance with 0.829   
CCV_18 Do all that is humanly possible and leave the 
rest to the will of providence 0.692   
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Table 8.4  Quality criteria of the reflective LOCs of Perceived Values (PV) 
Construct 
Out 
Loadings 
Composite 
Reliability AVE 
pv_i Functional Values  0.922 0.702 
PV_1 Acceptable standard of quality 0.854   
PV_2 Well organized  0.861   
PV_3 The quality is maintained throughout  0.882   
PV_4 The time spent is worthy 0.768   
PV_5 Value for money 0.820   
pv_ii Social Values  0.929 0.766 
PV_6 Gives social approval from others  0.836   
PV_7 Improves the way I am perceived  0.921   
PV_8 Makes me feel acceptable to the others 0.912   
PV_9 Enables me to impress the others 0.828   
pv_iii Epistemic Values  0.876 0.642 
PV_10 Provides authentic experience 0.814   
PV_11 Satisfies my curiosity  0.618   
PV_12 Highly educational 0.886   
PV_13 Adds new knowledge 0.861   
pv_iv Emotional Values  0.720 0.567 
pviv_1 Joy and positive surprise 0.641   
pviv_2 Misery and empathy 0.850   
pv_v Conditional Values  0.863 0.678 
PV_25 Carrying out the obligation to visit the 
site and commemorate victims  0.834   
PV_26 Being relieved from the memory of the 
disaster  0.811   
PV_27 Have a meaningful day out 0.824   
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Table 8.5 Quality criteria of the reflective LOCs of Place Attachment (PA) 
Construct Out Loadings 
Composite 
Reliability AVE 
pa_i Place Dependence  0.866 0.763 
PA_1 Visiting here is more important to me than 
visiting in any other place 0.873   
PA_2 I wouldn’t substitute any other place for 
the type experience I have here 0.875   
pa_ii Place Identity   0.835 0.717 
PA_3 I identify strongly with this place  0.879   
PA_4 I feel this place is a part of me 0.814   
pa_iii Social Bonding  0.868 0.768 
PA_5 I have a lot of fond memories about this 
place 0.896   
PA_6 I have a special connection to the people 
who belong to this place 0.855   
pa_iv Place Affect   0.930 0.869 
PA_7 This place means a lot to me  0.933   
PA_8 I am very attached to this place 0.931   
The Fornell-Larcker criterion is a common and conservative approach to assess discriminant 
validity (Table 8.6). Another method is cross-loading examination (Table 8.7), in which the 
indicator’s loading to its latent construct should be higher than that of other constructs (Hair et 
al., 2016). Notably, discriminant validity does not need to be established between the HOC and 
LOCs but the LOCs should show discriminant validity with all other constructs in the HCM 
(Hair et al., 2017). 
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Table 8.6  Discriminant validity assessment for LOCs (Fornell-Larcker criterium) 
 
pa_i pa_ii pa_iii pa_iv ccv_i ccv_ii ccv_iii ccv_iv ccv_v ccv_vi pv_i pv_ii pv_iii pv_iv pv_v 
pa_i 0.932 
              
pa_ii 0.549 0.874 
             
pa_iii 0.574 0.703 0.847 
            
pa_iv 0.552 0.602 0.763 0.876 
           
ccv_i 0.228 0.267 0.341 0.321 0.764 
          
ccv_ii 0.267 0.262 0.287 0.256 0.581 0.820 
         
ccv_iii 0.215 0.186 0.183 0.157 0.320 0.351 0.724 
        
ccv_iv 0.321 0.27 0.272 0.311 0.407 0.477 0.376 0.840 
       
ccv_v 0.384 0.397 0.424 0.411 0.566 0.553 0.339 0.714 0.853 
      
ccv_vi 0.248 0.261 0.226 0.198 0.341 0.378 0.352 0.421 0.491 0.751 
     
pv_i 0.512 0.546 0.524 0.457 0.369 0.367 0.303 0.360 0.448 0.354 0.838 
    
pv_ii 0.361 0.418 0.491 0.453 0.234 0.154 0.245 0.280 0.328 0.250 0.460 0.875 
   
pv_iii 0.634 0.533 0.635 0.59 0.322 0.389 0.272 0.362 0.449 0.333 0.686 0.545 0.802 
  
pv_iv 0.478 0.488 0.563 0.49 0.324 0.297 0.301 0.358 0.425 0.369 0.583 0.525 0.684 0.753 
 
pv_v 0.543 0.468 0.548 0.529 0.283 0.305 0.226 0.315 0.383 0.291 0.533 0.492 0.629 0.686 0.823 
Note: Diagonal elements are the square root of AVE and highlighted in bold. Non-diagonal elements are simple bivariate correlations between the constructs. 
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Table 8.7 Discriminant Validity Assessment For LOCs (Cross Loadings) 
 
ccv_i ccv_ii ccv_iii ccv_iv ccv_v ccv_vi pv_i pv_ii pv_iii pv_iv pv_v pa_i pa_ii pa_iii pa_iv 
CCV1 0.795 0.403 0.191 0.256 0.399 0.187 0.246 0.162 0.227 0.232 0.215 0.189 0.181 0.267 0.246 
CCV2 0.830 0.589 0.193 0.388 0.506 0.277 0.299 0.117 0.277 0.236 0.245 0.184 0.183 0.247 0.239 
CCV3 0.657 0.305 0.366 0.271 0.376 0.316 0.298 0.275 0.228 0.279 0.183 0.148 0.255 0.273 0.256 
CCV4 0.458 0.802 0.237 0.317 0.360 0.241 0.289 0.123 0.333 0.209 0.228 0.195 0.224 0.261 0.178 
CCV5 0.418 0.805 0.265 0.426 0.451 0.286 0.266 0.084 0.247 0.219 0.201 0.213 0.183 0.174 0.161 
CCV6 0.545 0.853 0.349 0.422 0.533 0.388 0.343 0.166 0.372 0.294 0.312 0.244 0.237 0.271 0.280 
CCV7 0.157 0.168 0.595 0.121 0.098 0.198 0.099 0.161 0.129 0.179 0.120 0.069 -0.007 0.054 0.021 
CCV8 0.279 0.213 0.730 0.287 0.295 0.219 0.213 0.180 0.174 0.192 0.181 0.165 0.168 0.153 0.192 
CCV9 0.243 0.347 0.827 0.354 0.293 0.328 0.299 0.194 0.263 0.273 0.180 0.201 0.186 0.163 0.101 
CCV10 0.321 0.324 0.269 0.822 0.574 0.368 0.296 0.228 0.267 0.281 0.208 0.236 0.220 0.205 0.232 
CCV11 0.352 0.446 0.357 0.854 0.585 0.349 0.320 0.200 0.327 0.337 0.283 0.332 0.257 0.249 0.264 
CCV12 0.350 0.427 0.320 0.844 0.638 0.345 0.291 0.278 0.317 0.283 0.298 0.238 0.202 0.231 0.286 
CCV13 0.475 0.442 0.282 0.653 0.891 0.411 0.371 0.309 0.382 0.359 0.339 0.332 0.320 0.344 0.356 
CCV14 0.456 0.394 0.275 0.551 0.841 0.377 0.362 0.291 0.358 0.352 0.298 0.335 0.326 0.395 0.370 
CCV15 0.512 0.570 0.308 0.616 0.825 0.464 0.411 0.240 0.404 0.375 0.339 0.316 0.366 0.349 0.326 
CCV16 0.155 0.174 0.250 0.247 0.253 0.725 0.165 0.212 0.137 0.220 0.183 0.100 0.128 0.120 0.110 
CCV17 0.350 0.441 0.241 0.419 0.544 0.829 0.344 0.131 0.334 0.305 0.267 0.280 0.253 0.212 0.190 
CCV18 0.216 0.149 0.333 0.232 0.215 0.692 0.252 0.270 0.238 0.305 0.186 0.127 0.181 0.160 0.130 
PV1 0.324 0.304 0.297 0.304 0.360 0.343 0.854 0.376 0.560 0.478 0.430 0.381 0.368 0.379 0.328 
PV2 0.317 0.272 0.331 0.262 0.323 0.257 0.861 0.383 0.506 0.457 0.384 0.375 0.429 0.360 0.336 
PV3 0.294 0.311 0.271 0.280 0.352 0.290 0.882 0.402 0.596 0.463 0.453 0.436 0.434 0.434 0.388 
PV4 0.299 0.355 0.132 0.355 0.434 0.292 0.768 0.315 0.584 0.520 0.473 0.473 0.508 0.501 0.421 
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ccv_i ccv_ii ccv_iii ccv_iv ccv_v ccv_vi pv_i pv_ii pv_iii pv_iv pv_v pa_i pa_ii pa_iii pa_iv 
PV5 0.311 0.296 0.238 0.308 0.407 0.298 0.820 0.444 0.619 0.522 0.490 0.474 0.543 0.515 0.437 
PV6 0.279 0.197 0.198 0.286 0.375 0.218 0.444 0.836 0.478 0.471 0.488 0.374 0.357 0.448 0.405 
PV7 0.198 0.116 0.233 0.214 0.272 0.223 0.418 0.921 0.458 0.431 0.417 0.300 0.370 0.443 0.371 
PV8 0.189 0.167 0.214 0.261 0.287 0.231 0.427 0.912 0.511 0.447 0.444 0.351 0.388 0.450 0.445 
PV9 0.146 0.047 0.213 0.216 0.205 0.200 0.310 0.828 0.458 0.492 0.368 0.226 0.347 0.372 0.358 
PV10 0.310 0.357 0.219 0.334 0.407 0.316 0.610 0.394 0.814 0.528 0.483 0.498 0.426 0.498 0.468 
PV11 0.145 0.153 0.185 0.110 0.167 0.236 0.319 0.442 0.618 0.525 0.375 0.274 0.260 0.280 0.258 
PV12 0.293 0.356 0.195 0.325 0.412 0.233 0.651 0.457 0.886 0.548 0.564 0.590 0.512 0.617 0.562 
PV13 0.262 0.347 0.273 0.353 0.411 0.287 0.571 0.467 0.861 0.601 0.572 0.619 0.473 0.589 0.556 
pviv_1 0.139 -0.012 0.215 0.119 0.159 0.208 0.241 0.523 0.383 0.641 0.335 0.233 0.348 0.413 0.336 
pviv_2 0.323 0.391 0.241 0.380 0.440 0.334 0.586 0.318 0.619 0.850 0.655 0.457 0.391 0.444 0.402 
PV25 0.213 0.232 0.189 0.261 0.319 0.226 0.455 0.457 0.506 0.587 0.834 0.453 0.328 0.433 0.398 
PV26 0.234 0.246 0.199 0.277 0.312 0.204 0.368 0.424 0.453 0.531 0.811 0.362 0.378 0.439 0.465 
PV27 0.252 0.274 0.171 0.241 0.315 0.284 0.487 0.337 0.589 0.573 0.824 0.517 0.449 0.480 0.447 
PA1 0.245 0.212 0.177 0.262 0.369 0.224 0.505 0.445 0.465 0.457 0.408 0.461 0.873 0.617 0.529 
PA2 0.222 0.246 0.148 0.209 0.324 0.233 0.449 0.286 0.466 0.395 0.409 0.498 0.874 0.612 0.523 
PA3 0.298 0.297 0.132 0.247 0.383 0.187 0.482 0.362 0.617 0.475 0.501 0.574 0.664 0.879 0.691 
PA4 0.279 0.180 0.183 0.212 0.332 0.198 0.400 0.484 0.446 0.483 0.422 0.382 0.516 0.813 0.597 
PA5 0.318 0.275 0.127 0.328 0.386 0.197 0.412 0.362 0.581 0.464 0.497 0.550 0.584 0.709 0.897 
PA6 0.240 0.166 0.150 0.208 0.330 0.148 0.389 0.438 0.444 0.391 0.426 0.407 0.463 0.624 0.855 
PA7 0.220 0.247 0.196 0.298 0.337 0.231 0.449 0.305 0.581 0.451 0.511 0.933 0.521 0.531 0.529 
PA8 0.204 0.250 0.204 0.300 0.378 0.232 0.506 0.368 0.602 0.439 0.501 0.931 0.502 0.539 0.500 
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8.5.3 Evaluation of the HOCs Measurement Models (Second Stage) 
The latent variable scores for the LOCs are obtained through estimating the repeated 
indicator model in the first stage and further serve as manifest variables in the HOCs 
measurement model in the second stage. The assessment should match the conceptual 
properties of the reflective or formative construct respectively including subsequent reporting 
standards. 
8.5.3.1 The Confirmatory Tetrad Analysis for PLS-SEM (CTA-PLS) 
The very first concern at the second stage is to address the issue of proper measurement 
model specification. Any failure to specify the measurement models correctly, for example, 
specifying the measurement model as reflective when it should be formative, can result in 
inaccurate estimation and is a threat to the validity of the SEM result (Jarvis, MacKenzie and 
Podsakoff, 2003). Therefore, recent research calls for a routine use of the confirmatory tetrad 
analysis for PLS-SEM (CTA-PLS) (Hair et al. 2012), which enables researchers to 
empirically evaluate whether the measurement model specification drawn on the theoretical 
ground or the logic is supported by the data (Rigdon, 2014). The illustration of the CTA-PLS 
in this study applies to three HOCs i.e., CCV, PV and PA, with at least four indicators of 
each. To start with the analysis, the correlations of indicators per measurement model needs 
to be statistically significant as can be seen in Table 8.8. Otherwise, the tetrad will be 
approximately zero per se and the CTA-PLS becomes meaningless.  
Chapter 8 Data Analysis 
77 
 
Table 8.8 Indicator correlation 
 
pa_i pa_ii pa_iii pa_iv 
  
pa_i 1 
     
pa_ii 0.703 1 
    
pa_iii 0.602 0.764 1 
   
pa_iv 0.549 0.574 0.552 1 
  
 
pv_i pv_ii pv_iii pv_iv pv_v 
 
pv_i 1.000         
 
pv_ii 0.460 1.000       
 
pv_iii 0.686 0.545 1.000     
 
pv_iv 0.583 0.525 0.684 1.000   
 
pv_v 0.533 0.492 0.629 0.686 1.000 
 
 
ccv_i ccv_ii ccv_iii ccv_iv ccv_v ccv_vi 
ccv_i 1.000           
ccv_ii 0.581 1.000         
ccv_iii 0.320 0.351 1.000       
ccv_iv 0.407 0.477 0.376 1.000     
ccv_v 0.566 0.553 0.339 0.714 1.000   
ccv_vi 0.341 0.378 0.352 0.421 0.491 1.000 
Next, all tetrad for three measurement models are generated for checking whether the non-
redundant tetrads are significantly from zero. Cl Low adj. and CI Up adj. in Table 8.9 show 
the upper and the lower bounds of the 90% bias-corrected and Bonferroni-adjusted 
confidence intervals. If zero does not fall into any the confidence interval, the tetrad is 
significantly different from zero and a formative measurement model is assumable. 
Otherwise, if all the confidence intervals include zero, the CTA-PLS results substantiate a 
reflective measurement model specification (Hair et al., 2017). The tetrad 1 of Place 
Attachment has confidence interval [0.015, 0.132] without zero being included which 
suggests the PA’s measurement model is formative. Similarly, tetrad 10 of Perceived Value 
and tetrad 10 of Chinese Culture Value both have significant positive values with confidence 
intervals of [0.021, 0.187] and [0.018, 0.360] respectively, underpinning that CCV and PV 
should also be specified as formative. Therefore, the original measurement specification is 
retained for further estimation.  
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Table 8.9 CTA-PLS results 
Place attachment 
Original 
Sample (O) 
Sample 
Mean (M) 
Standard 
Deviation 
(STDEV) 
T Statistics 
(|O/STDEV|) 
P 
Values Bias CI Low CI Up 
Alpha 
adj. 
z(1-
alpha) 
CI Low 
adj. 
CI Up 
adj. 
1: pa_i,pa_ii,pa_iii,pa_iv 0.073 0.074 0.030 2.442 0.015 0.000 0.024 0.123 0.050 1.960 0.015 0.132 
2: pa_i,pa_ii,pa_iv,pa_iii 0.031 0.031 0.031 0.985 0.325 0.000 -0.020 0.082 0.050 1.960 -0.030 0.092 
Perceived Values 
Original 
Sample (O) 
Sample 
Mean (M) 
Standard 
Deviation 
(STDEV) 
T Statistics 
(|O/STDEV|) 
P 
Values Bias CI Low CI Up 
Alpha 
adj. 
z(1-
alpha) 
CI Low 
adj. 
CI Up 
adj. 
1: pv_i,pv_ii,pv_iii,pv_iv -0.045 -0.045 0.028 1.627 0.104 0.000 -0.091 0.000 0.020 2.327 -0.110 0.019 
2: pv_i,pv_ii,pv_iv,pv_iii -0.003 -0.004 0.025 0.124 0.901 -0.001 -0.045 0.037 0.020 2.327 -0.062 0.054 
4: pv_i,pv_ii,pv_iii,pv_v -0.048 -0.048 0.031 1.534 0.125 0.000 -0.100 0.003 0.020 2.327 -0.121 0.025 
6: pv_i,pv_iii,pv_v,pv_ii 0.047 0.046 0.032 1.486 0.137 -0.001 -0.006 0.098 0.020 2.327 -0.027 0.120 
10: pv_i,pv_iii,pv_iv,pv_v 0.103 0.104 0.036 2.903 0.004 0.000 0.045 0.162 0.020 2.327 0.021 0.187 
Chinese Cultural Values 
Original 
Sample (O) 
Sample 
Mean (M) 
Standard 
Deviation 
(STDEV) 
T Statistics 
(|O/STDEV|) 
P 
Values Bias CI Low CI Up 
Alpha 
adj. 
z(1-
alpha) 
CI Low 
adj. 
CI Up 
adj. 
1: ccv_i,ccv_ii,ccv_iii,ccv_iv 0.066 0.066 0.036 1.841 0.066 0.000 0.007 0.125 0.011 2.540 -0.025 0.157 
2: ccv_i,ccv_ii,ccv_iv,ccv_iii 0.076 0.076 0.035 2.163 0.031 0.000 0.018 0.134 0.011 2.540 -0.014 0.165 
4: ccv_i,ccv_ii,ccv_iii,ccv_v 0.020 0.020 0.027 0.726 0.468 0.000 -0.025 0.065 0.011 2.540 -0.049 0.089 
6: ccv_i,ccv_iii,ccv_v,ccv_ii -0.021 -0.022 0.030 0.712 0.476 0.000 -0.071 0.028 0.011 2.540 -0.098 0.055 
7: ccv_i,ccv_ii,ccv_iii,ccv_vi 0.083 0.083 0.038 2.217 0.027 0.000 0.022 0.145 0.011 2.540 -0.012 0.179 
10: ccv_i,ccv_ii,ccv_iv,ccv_v 0.190 0.189 0.067 2.818 0.005 -0.001 0.078 0.300 0.011 2.540 0.018 0.360 
16: ccv_i,ccv_ii,ccv_v,ccv_vi 0.071 0.071 0.047 1.512 0.130 0.000 -0.006 0.149 0.011 2.540 -0.049 0.191 
22: ccv_i,ccv_iii,ccv_iv,ccv_vi -0.008 -0.009 0.031 0.274 0.784 0.000 -0.060 0.042 0.011 2.540 -0.087 0.069 
26: ccv_i,ccv_iii,ccv_vi,ccv_v 0.042 0.041 0.026 1.624 0.104 -0.001 -0.001 0.083 0.011 2.540 -0.024 0.106 
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8.5.3.2 Evaluation of the Reflectively Measured HOCs (Second Stage) 
The HCM has two latent variables with reflective higher-order measurement models (i.e., 
Satisfaction (SATIS) and Behaviour Intention (BI)). In line with the former remarks, 
assessment of reflective HOCs of SATIS and BI includes composite reliability to evaluate 
internal consistency, individual indicator reliability and average variance extracted (AVE) to 
evaluate convergent validity (Table 8.10), as well as the Fornell-Larcker criterion (Table 
8.11), cross-loadings (Table 8.12) and especially the Heterotrait-Monotrait (HTMT) ratio of 
correlation to examine discriminant validity (Table 8.13 and 8.14).  
All outer loadings are well above the threshold value of 0.70, which suggests sufficient levels 
of indicator reliability. With values of 0.921 (SATIS) and 0.900 (BI) for composite 
reliability, both two reflectively measured higher-order constructs have high levels of internal 
consistency reliability. The AVE values of 0.796 (SATIS) and 0.818 (BI) indicates high 
levels of convergent validity. 
Table 8.10 Quality criteria of the reflective HOCS of SATIS and BI 
Construct 
Out 
Loadings 
Composite 
Reliability AVE 
Satisfaction  0.921 0.796 
S_1 The experience is exactly what I needed 0.866   
S_2 My choice to purchase this trip was a wise one 0.929   
S_3 Overall, I am satisfied with my dark tourism 
experience 
0.880   
Behaviour Intention   0.900 0.818 
BI_1 Likelihood to recommend  
0.928 
  
BI_2 Likelihood of returning to destination 
0.880 
  
In examining the discriminant validity, the square roots of the AVEs for SATIS (0.905) and BI 
(0.892) are highest compared with all other correlations values with these constructs 
respectively in the model, thus indicating these constructs are valid measures of unique 
concepts.
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Table 8.11 Discriminant validity assessment for the reflective HOCS of SATIS and BI 
(Fornell-Larcker criterion)  
 
Behavioural Intention Satisfaction 
Behavioural Intention 0.905 
 
Satisfaction 0.698 0.892 
Note: Diagonal elements are the square root of AVE and highlighted in bold. Off-diagonal 
elements are simple bivariate correlations between the constructs. 
Cross-loadings is also checked to make this evaluation. The result shows each indicator's 
loading on its assigned construct is considerably higher than all of its cross-loadings with other 
constructs, which provide evidence for the constructs’ discriminant validity. 
Table 8.12 Discriminant validity assessment for the reflective HOCS of SATIS and BI 
(Cross Loadings)  
 
Behavioural Intention Satisfaction 
BI_1 0.928 0.705 
BI_2 0.880 0.541 
S_1 0.589 0.866 
S_2 0.638 0.929 
S_3 0.637 0.880 
HTMT is further applied because of the criticism of neither the Fornell-Larcker criterion nor 
the cross-loadings allow for reliably detecting discriminant validity issue (Hair et al., 2016). 
HTMT value is clearly lower than the more conservative threshold value of 0.85. In addition, 
the confidence interval of HTMT for the relationship between SATIS and BI does not include 
the value 1, which clearly indicates the significance of HTMT in favour of the discriminant 
validity of the constructs. 
Table 8.13 Discriminant validity assessment for the reflective HOCS of SATIS and BI  
(HTMT) 
 
Behavioural Intention Satisfaction 
Behavioural Intention 
  
Satisfaction 0.833 
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Table 8.14 Confidence interval for HTMT 
 
2.50% 97.50% 
Satisfaction  Behavioural Intention 0.742 0.908 
8.5.3.3 Evaluation of the Formatively Measured HOCs (Second Stage) 
There are three formatively measured HOCs in HCM proposed by the current study, 
including Chinese Culture Value (CCV), Perceived Value (PV) and Place Attachment (PA). 
First, collinearity of indicators is checked by looking at the formative indicators’ VIF values. 
Table 8.15 shows the VIF values for all formative indicators are uniformly below the 
threshold value of 5 which concludes the collinearity does not reach critical levels in any of 
the formative constructs and is not the issue for the estimation of HCM.  
Table 8.15 Collinearity statistic (VIF) 
 
VIF 
pa_i Place dependence 2.129 
pa_ii Place identity 3.162 
pa_iii Social bonding 2.537 
pa_iv Place affect 1.648 
ccv_i Respect for authority 1.759 
ccv_ii Interdependence 1.782 
ccv_iii Face 1.278 
ccv_iv Harmony 2.171 
ccv_v Group orientation 2.717 
ccv_vi External attribution 1.410 
pv_i Functional value 2.010 
pv_ii Social value 1.555 
pv_iii Epistemic value 2.686 
pv_iv Emotional value 2.469 
pv_v Conditional value 2.131 
The significance of the outer weights is another important criterion for evaluating the 
contribution of formative indicators and their relevance to forming the constructs. Table 8.16 
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summarizes the results for the formatively measured HOCs of PA, CCV, and PV by showing 
the original outer weights estimates, t values, p values, and the confidence intervals derived 
from the bootstrapping procedure. The formative indicators of pa_i, pa_ii, pa_iii, ccv_v, pv_i, 
pv_iii, and pv_v are significant at a 5% level, while pa_iv, ccv_i, ccv_ii, ccv_iii, ccv_iv, 
ccv_vi, pv_ii and pv_iv are not significant. However, the outer loadings of the non-
significant formative indicators are all above 0.50 with the p values clearly below 0.01, 
suggesting that all loadings are significant at a level of 1%. In this case, these indicators 
should be retained in the formative constructs due to their high contribution, even though 
their outer weights are not significant (Hair et al., 2016; Becker, Ringle and Sarstedt, 2017; 
Hair et al., 2017).  
Considering the results presented above jointly, all LOCs and HOCs measurement models 
either reflective or formative exhibit satisfactory levels of quality. Thus, the evaluation of the 
structural model of HCM can proceed. 
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Table 8.16 Formative constructs outer weights significance testing results 
Formative 
Constructs 
Formative 
Indicators 
Outer Weights 
(Outer 
Loadings) t Value p Values 
95% BCa 
Confidence 
Interval Significance  
PA pa_i 0.319 (0.825) 4.041 0.000 [0.179, 0.489] Yes*** 
 
pa_ii 0.241 (0.824) 3.553 0.000 [0.100, 0.369] Yes*** 
 
pa_iii 0.052 (0.735) 0.966 0.334 [-0.056, 0.154 No 
 
pa_iv 0.556 (0.898) 11.959 0.000 [0.459, 0.639] Yes*** 
CCVs ccv_i 0.176 (0.711) 1.488 0.137 [-0.058, 0.403] No 
 
ccv_ii 0.116 (0.695) 0.738 0.460 [-0.215, 0.400] No 
 
ccv_iii 0.194 (0.567) 1.761 0.078 [-0.015, 0.413] Yes* 
 
ccv_iv 0.053 (0.736) 0.378 0.706 [-0.223, 0.328] No 
 
ccv_v 0.575 (0.927) 3.814 0.000 [0.300, 0.889] Yes*** 
 
ccv_vi 0.173 (0.650) 1.298 0.194 [-0.081, 0.442] No 
PVs pv_i 0.296 (0.831) 3.704 0.000 [0.128, 0.446] Yes*** 
 
pv_ii 0.111 (0.656) 1.419 0.156 [-0.043, 0.264] No 
 
pv_iii 0.426 (0.916) 5.090 0.000 [0.263, 0.591] Yes*** 
 
pv_iv 0.045 (0.780) 0.529 0.597 [-0.120, 0.211] No 
 
pv_v 0.311 (0.822) 3.155 0.002 [0.129, 0.511] Yes** 
*p<0.10, **P<0.05, ***P<0.001 
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8.5.4 Evaluation of the Structural Model of HCM (Second Stage) 
Following the structural model assessment procedure suggested by Hair et al., 2016, the 
collinearity issue needs to be checked first by means of examining VIF values of all sets of 
predictor constructs separately in the structural model. PV, SATIS and BI Intention act as 
endogenous constructs in the current HCM because they have arrows pointing towards them. 
As such, the following different sets of corresponding exogenous constructs for collinearity 
need to be assessed: (1) PA and CCV as predictors of PV; (2) PA, CCV and PV as predictors 
of SATIS; (3) PA, CCV, PV, and SATIS as predictors of BI. As can be seen in Table 8.17, all 
VIF values are clearly below the threshold of 5, suggesting that there is no indication of 
collinearity issue between each set of predictor variables.  
Table 8.17 VIF values in the structural model  
 
Perceived Value Satisfaction 
Behavioural 
Intention 
Chinese Cultural Values 1.349 1.502 1.538 
Place attachment 1.292 2.347 3.792 
Perceived Value 
 
2.678 2.847 
Satisfaction 
  
2.352 
 
The relationships between constructs are examined via the bootstrapping procedure with 
5,000 bootstrapping samples and no sign changes option. A summary of the path coefficient 
estimates, t values, p values, and confidence intervals are provided (Table 8.18 and Figure 
8.1). All criteria are found out to come to the same outcome for the significance of path 
coefficients. Assuming a 5% significance level, all relationships in the structural model are 
significant, except CCVsBI (p=0.935), CCVsS (0.161) and PVsBI (0.854). 
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Table 8.18 Significance testing results of the structural model path coefficients 
 
Path 
Coefficients t values p Values 
95% 
Confidence 
Intervals 
Hypothesis 
supported 
Chinese Cultural Values  Perceived Value 0.232 4.409 0.000 [0.136, 0.339] Yes*** 
Chinese Cultural Values  Satisfaction -0.068 1.401 0.161 [-0.178, 0.011] No 
Chinese Cultural Values  Behavioural Intention -0.004 0.081 0.935 [-0.094, 0.076] No 
Place attachment  Perceived Value 0.626 12.048 0.000 [0.514, 0.719] Yes*** 
Place attachment  Satisfaction 0.697 12.203 0.000 [0.583, 0.808] Yes*** 
Place attachment  Behavioural Intention 0.500 6.571 0.000 [0.349, 0.648] Yes*** 
Perceived Value  Satisfaction 0.135 1.995 0.048 [0.000, 0.267] Yes** 
Perceived Value  Behavioural Intention -0.013 0.185 0.849 [-0.159, 0.119] No 
Satisfaction  Behavioural Intention 0.333 5.114 0.000 [0.212, 0.464] Yes*** 
**P<0.05, ***P<0.001
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Figure 8.1 Structural Model Results 
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Next, it is important to assess the relevance of significant relationships presented in the 
structural model. The R2 value representing the amount of variance in the endogenous latent 
variables is examined first as a measure of the model’s predictive accuracy. The threshold 
value of 0.25, 0.5 and 0.7 are often used to describe a week, moderate and substantial 
coefficient of determination (Hair et al., 2016). Following these rules of thumb, the R2 values 
of PV (0.617), SATIS (0.573) and BI (0.612) can be considered moderate. 
Stone-Geisser’s predictive relevance (Q2) further checks if the data points of indicators in the 
reflective measurement model of an endogenous construct can be predicted accurately by 
means of blindfolding procedures. A Q2 value larger than zero demonstrates good predictive 
relevance (Chin, 1998). The results show that the proposed research model has good 
predictive relevance for all the endogenous variables (Table 8.19).  
Table 8.19 Result of coefficient of determination (R2) and predictive relevance (Q2)  
 
R2 Value Q² Value 
Perceived Values 0.617 0.368 
Satisfaction 0.537 0.425 
Behavioural Intention 0.612 0.456 
 
In addition, the f2 effect size is increasingly encouraged to assess how strongly a specified 
exogenous construct contributes to explaining a certain endogenous construct in terms of R2 
(i.e., f2 = (R2included – R2excluded) / (1 - R2included). According to Cohen’s (1988) guideline, f2 
values of 0.02, 0.15 and 0.35 are interpreted as small, medium and large effect sizes 
respectively.  
Similar to the f2 effect size approach to assessing the R2 values, the effect size of q2 allows for 
assessing each exogenous construct’s predictive relevance (Q2 value) for a certain 
endogenous construct, which is formally defined as: q2 = (Q2included - Q2excluded) / (1 - Q2included) 
and notably must be computed manually. In general, PA and SATIS have medium to large f2 
and q2 effect sizes on the endogenous variables. In the contrary, CCV and PV barely have f2 
and q2 effects on the endogenous constructs of BI and SATIS (Table 8.20).  
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Table 8.20 Results of F2 and Q2 effect sizes  
 
Behavioural 
Intention Satisfaction Perceived Value 
 f2 q2 f2 q2 f2 q2 
Chinese Cultural 
Values 0.000 0.004 0.007 0.002 0.104 0.053 
Place attachment 0.170 0.116 0.485 0.276 0.793 0.290 
Perceived Values 0.000 0.007 0.016 0.000 n/a n/a 
Satisfaction 0.121 0.079 n/a n/a n/a n/a 
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8.5.5 Moderation Analysis 
The answer to the question of what conditions make the relationship between independent 
variable and dependent variable stronger or weaker points to a moderator variable, which is 
statistically measured as an interaction effect and affects the true strength and/or direction of 
the relationship between independent variable and dependent variable (Sirakaya-Turk et al., 
2011). All formative measurement model criteria universally apply to the moderator variable 
PA as aforementioned which shows the moderator construct measures are reliable and valid. 
The indicators of the moderator are standardized by shifting the reference point from zero to 
the average two for the purposes of facilitating the interpretation as well as reducing the 
collinearity among the interaction term, the moderator, and the exogenous construct. The 
two-stage approach is chosen when running the moderator analysis as both the exogenous 
constructs of CCV, PV and the moderator of PA are measured formatively.  
To better comprehend the results of the moderator analysis, graphic illustration by means of 
slope plot is presented (Figure 8.2). For example, the two lines in Figure 8.2 represent the 
relationships between PV and BI for low and high levels of the moderator construct PA. 
While a high level of PA is one standard deviation unit above its average, a low level of PA 
is one standard deviation unit below its average. The relationship between PV and BI is 
positive for a high level of PA and negative for a low level of PA. For the high level of PA, 
the slope is flatter. The low level of PA’s line is steeper. This makes sense since the slope of 
the high level of PA is the simple effect (i.e., -0.013) plus the interaction effect (i.e., 0.119), 
while the slope of the low level of PA is the simple effect (i.e., -0.013) minus the interaction 
effect (i.e., 0.119). Hence, the slope plot suggests that higher PA level entail a weaker 
positive relationship between PV and BI, while low levels of PA lead to a stronger negative 
relationship between PV and BI.  
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Figure 8.2 Slope Plots for Moderating Effect Analysis 
 
Chapter 8 Data Analysis 
92 
 
As can be seen in Table 8.21, the p value of 0.001 for the path linking the interaction term 
(i.e., PV x PA) and BI, together with the 95% bias-corrected bootstrap confidence interval of 
the interaction term’s effect being [0.038, 0.196] that zero does not fall into, indicate the 
significance of the moderation. On the contrary, the positive influence of SATIS on BI has 
been found negatively moderated by PA, with a high PA moderating effect reducing the 
positive influence of SATIS on BI. Similarly, significant and negative moderating effects of 
PA have been found on the relationships between CCV and PV (p<0.10), as well as CCV and 
BI (p<0.05), while the proposed moderation of PA on the relationship between PV and 
SATIS, as well as CCV and SATIS are not supported, thus leading to the rejection of 
hypotheses. 
Table 8.21 Results of moderator analysis  
 
95% Confidence 
Intervals P Values f2 effect size 
Hypothesis 
supported 
Moderating Effect 1 CCVs x PA  PVs [-0.110, -0.007] 0.041 0.014 Yes** 
Moderating Effect 2 PVs x PA  S [-0.029, 0.080] 0.441 0.002 No  
Moderating Effect 3 CCVs x PA  S [-0.064, 0.060] 0.816 0.000 No  
Moderating Effect 4 PVs x PA  BI [0.038, 0.196] 0.001 0.027 Yes** 
Moderating Effect 5 PVs x PA  BI [-0.182, -0.029] 0.004 0.021 Yes**  
Moderating Effect 6 CCVs x PA  BI [-0.117, -0.004] 0.035 0.012 Yes**  
**p<0.05 
For the completeness of the results representation, the final step addresses the moderator’s f2 
effect size, which indicates how much the moderation contributes to the explanation of the 
endogenous latent variable. Although, Cohen (1988)has suggested that f2 effect sizes of 0.02, 
0.15, and 0.35 are termed small, medium, and large, respectively, a more realistic standard 
for effect sizes in tests for moderation are 0.005, 0.01, and 0.025 for small, medium, and 
large, respectively (Kenny, 2015). The values generated from the moderation 1, 4, 5 and 6 
indicate a general medium to large contribution to the explanation of their corresponding 
endogenous constructs.  
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8.5.6 Mediation Analysis  
Mediation occurs when a third mediator variable intervenes between the exogenous construct 
and endogenous construct. A change in the former leads to a change in a mediator and in turn 
results in a change in a latter. A mediator variable, therefore, governs the nature of the 
relationship between exogenous construct and endogenous construct in terms of the 
underlying mechanism and/or the process (Hair et al., 2017). 
Mediation hypotheses, which posit firstly by what means the independent variable CCV 
affects BI through two mediating variables, PV and SATIS; secondly how CCV influences 
SATIS through PV; and lastly the potential mediating effect of SATIS on the linkage 
between PV and BI, are examined following Zhao et al. (2010) procedure instead of the 
traditional 2-step approach (Baron and Kenny, 1986) and Sobel test (1982). The Sobel test 
has been criticised for that the normal distribution assumption is not consistent with PLS-
SEM and also unstandardized path coefficients required for the test result in lack of statistical 
power for small sample size. For the 2-step approach, it has been argued that differentiation 
between partial and full mediation is not clearly cut and significance of direct effect as a 
necessary precondition for testing mediating effect is not meaningful. Against this 
background, Zhao et al. (2010) offer a synthesis of prior research by considering all 
mediators simultaneously in one model for a complete picture of the mechanism through 
which an exogenous construct affects an endogenous construct. This is especially applicable 
to the case that more than one mediating variables account for the relationship between an 
exogenous construct and an endogenous construct as exemplified in the model of this study, 
i.e., CCV exerts its influence on BI through PV and SATIS. Therefore, the indirect effect 
between CCV and BI represents the total indirect effect, i.e., WCCVBI = pCCVPV * pPVBI + 
pCCVSATIS * pSATISBI + pCCVPV * pPVSATIS * pSATISBI, which consists several specific 
indirect effects, including CCV to BI through PV, CCV to BI through SATIS, and CCV to BI 
through both PV and SATIS. 
Evaluating mediation models again requires that all quality criteria of the measurement 
models are met which has already been confirmed in the second stage of model testing. To 
begin with mediation analysis, the significance of indirect effect need to be considered first. 
Bootstrap sample-specific path coefficients are used as input to compute the standard 
deviation, t value, p value and 95% confidence intervals. Table 8.22 summarises the results 
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of indirect effect analysis. The total indirect effect for paths of CCVSATIS and PVBI 
are statistically significant (p<0.1) and the next step thus focuses on the significance of direct 
effects from CCV to SATIS, and PV to BI to unveil the type of mediation. As shown in Table 
8.18, neither relationship from CCV to SATIS (t=1.401, p=0.161) nor from PV to BI 
(t=0.185, p=0.854) is significant which concludes that PV fully mediates CCV to SATIS 
relationship and similarly SATIS represent a complete mediation of the relationship between 
PV and BI. On the contrary, although PV and BI function as mediators at 10% significance 
level in the tested specific indirect effect for the relationship from CCV to BI through PV and 
SATIS, the total indirect effect is not pronounced.  
Table 8.22 Analysis of indirect effects 
Path 
Specific 
Indirect 
Effect STDEV 
t 
values 
p 
values 
Confidence 
Intervals 
Hypothesis 
Supported? 
CCVPVBI -0.003 0.017 -0.179 0.858 [-0.031, 0.025] n/a 
CCVSATISBI 0.022 0.017 1.317 0.188 [-0.006, 0.051] n/a 
CCVPVSATISBI 0.010 0.006 1.741 0.082 [0.001, 0.020] n/a 
Path 
Total 
Indirect 
Effect STDEV 
t 
values 
p 
values 
Confidence 
Intervals 
Hypothesis 
Supported? 
CCVSATIS 0.031 0.018 1.757 0.079 [0.002, 0.061] Yes* 
CCVBI -0.011 0.023 -0.473 0.636 [-0.048, 0.027] No/Partial 
PVBI 0.045 0.023 1.957 0.050 [0.007, 0.082] Yes* 
*p<0.10 
Further analysis of the direct effect CCV has on BI may point to yet undiscovered nonlinear 
relationship in-between as the direct effect is also nonsignificant (t=0.081, p=0.935).  
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8.5.7 Multiple Group Analysis (MGA)  
When engaging in a multi-group analysis, the number of observations in each group also 
needs to meet the rules of thumb for minimum sample size requirements. For this study, a 
sample size of 60 is needed according to the 10 times rule or alternatively 68 following the 
more rigorous recommendation from a power analysis (Becker, Ringle and Sarstedt, 2017). 
Therefore, the group-specific sample sizes of 211 and 171 for Repeat Visit and First-time 
Visit respectively can be considered sufficiently large. 
A multi-group comparison approach is carried out to test the influence of tourists’ 
heterogeneity on evaluating the dark tourism experience. A logical and primary concern prior 
to conducting MGA is to establish measurement invariance of composite model (MICOM) 
(Henseler, Hubona and Ray, 2016), the test procedure of which involves three steps (i.e., (1) 
configural invariance; (2) compositional invariance and (3) equality of composite mean value 
and variances) and designed to ensure the variations stem from the true differences in the 
structural relationships rather than the distinctive content and/or meanings of the latent 
variables across groups.  
In step1, the following requirements must be met for the establishment of configural 
invariance. First, each measurement model must employ the same indicators and scale across 
groups. Second, the indicators’ data treatments must be identical across all the groups. 
Furthermore, group-specific model estimation draws on identical algorithm settings as well 
as constructs orientation. In this study, the SmartPLS 3.2.6 software automatically established 
the configural invariance.  
In step 2, Table 8.23 shows the results of the compositional invariance assessment. 
Comparing the correlations c between the composite score of the first and second group with 
the 5% quantile reveals that the correlation c is always larger than (or equal to) the quantile. 
This is also supported by the p values that are higher than 0.05, indicating the correlation is 
not significantly lower than 1, which concludes that the compositional invariance has been 
established for all constructs in the model and the partial measurement invariance is thus 
supported. 
In step 3, all the confidence intervals include the original value and all the p values are 
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clearly larger than 0.05 which suggests all the composite mean values and variances are 
equal. The full measurement invariance has been so far guaranteed, which is a prerequisite 
for the performance of MGA. 
Table 8.23 Summary of the MICOM results 
MICOM Step 1 
Configural variance established? Yes 
MICOM Step 2 
Composite Correlation c 
5% quantile of the 
empirical 
distribution of Cu p-Values 
Compositional 
invariance 
established 
Behavioural Intention 1.000 0.998 0.933 Yes 
Chinese Cultural Values 0.865 0.761 0.332 Yes 
Perceived Value 0.959 0.931 0.222 Yes 
Place attachment 0.988 0.971 0.382 Yes 
Satisfaction 1.000 0.999 0.386 Yes 
MICOM Step 3 
Composite 
Difference of the 
composite's 
mean value (=0) 
95% Confidence 
Intervals p-Values 
Equal mean 
values? 
Behavioural Intention -0.019 [-0.192, 0.193] 0.831 Yes 
Chinese Cultural Values -0.042 [-0.200, 0.195] 0.663 Yes 
Perceived Value -0.026 [-0.203, 0.189] 0.805 Yes 
Place attachment -0.114 [-0.196, 0.198] 0.230 Yes 
Satisfaction 0.008 [-0.197, 0.201] 0.951 Yes 
Composite 
Logarithm of 
the composite's 
variances ratio 
(=0) 
95% Confidence 
Intervals p-Values 
Equal 
variances? 
Behavioural Intention -0.081 [-0.306, 0.298 0.577 Yes 
Chinese Cultural Values 0.089 [-0.441, 0.424] 0.619 Yes 
Perceived Value -0.156 [-0.395, 0.407] 0.432 Yes 
Place attachment -0.116 [-0.360, 0.359] 0.553 Yes 
Satisfaction -0.184 [-0.275, 0.291] 0.204 Yes 
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Based on the permutation test, most structural model relationships do not differ between the 
two groups, with exceptions of relationships between CCV and SATIS, which differ 
significantly on a 5% level, as well as SATIS and BI on a 10% level. More precisely, the 
effect between CCV and SATIS is significantly (p 0.05) different between tourists with 
previous dark tourism experience in Wenchuan (p(1) = 0.056) and those without (p(2) = -
0.119). The effect of Satisfaction on Behaviour Intention is significantly (p0.10) different 
among tourists with previous dark tourism experience in Wenchuan (p(1) = 0.412) versus 
those without (p(2) = 0.164). Moreover, the PLS multigroup analysis results do not entail 
different outcomes across methods, which provides additional confidence in the final results 
obtained (Table 8.24). 
Table 8.24 PLS multi-group comparison results across methods 
Path 
Coefficient  
Permutation 
p-Values PLS-MGA 
Parametric 
Test 
Welch 
Satterthwaite t 
Test Significance 
CCV  BI 0.414 0.198 0.397 0.403 No  
CCV  PV 0.665 0.659 0.666 0.673 No  
CCV  SATIS 0.010 0.007 0.016 0.019 Yes**  
PV  BI 0.741 0.633 0.722 0.731 No  
PV  SATIS 0.190 0.927 0.137 0.142 No  
PA  BI 0.214 0.894 0.207 0.209 No  
PA  PV 0.959 0.486 0.961 0.961 No  
PA  SATIS 0.581 0.703 0.589 0.596 No  
SATIS  BI 0.054 0.031 0.062 0.062 Yes*  
*p<0.1, **p<0.05 
8.6 Results of Hypotheses Tests 
Based on the thorough data analysis, the following table summarises the results of hypotheses 
formulated in line with the research objectives defined in Chapter I. 
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Table 8.25 Summary of hypotheses tests for the present study 
Hypotheses  Accepted? 
H4-1 Chinese culture value positively influences perceived value  Yes 
H4-2 Chinese culture value positively influences satisfaction  No 
H4-3 Chinese culture value positively influences behaviour intention No 
H3-1 Perceived value positively influences satisfaction  Yes 
H3-2 Perceived value positively influences behaviour intention No 
H3-3 Satisfaction positively influences behaviour intention  Yes 
H4-4 Perceived value significantly mediates the relationship between Chinese 
culture value and satisfaction  Yes 
H4-5 Perceived value and satisfaction jointly significantly mediates the 
relationship between Chinese culture value and behaviour intention No 
H3-4 Satisfaction significantly mediates the relationship between perceived 
value and behaviour intention  Yes 
H5-1 Place attachment positively influences perceived value Yes 
H5-2 Place attachment positively influences satisfaction  Yes 
H5-3 Place attachment positively influences behaviour intention Yes 
H5-4 Place attachment moderates the effect of Chinese culture value on 
perceived value  Yes 
H5-5 Place attachment moderates the effect of Chinese culture value on 
satisfaction  No 
H5-6 Place attachment moderates the effect of Chinese culture value on 
behaviour intention Yes 
H5-7 Place attachment moderates the effect of perceived value on satisfaction  No 
H5-8 Place attachment moderates the effect of perceived value on behaviour 
intention Yes 
H5-9 Place attachment moderates the effect of satisfaction on behaviour 
intention  Yes 
H4-6 There is significant difference between the effect of Chinese culture value 
on perceived value for repeat visitors and first-time visitors No 
H4-7 There is significant difference between the effect of Chinese culture value 
on satisfaction for repeat visitors and first-time visitors Yes 
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Hypotheses  Accepted? 
H4-8 There is significant difference between the effect of Chinese culture value 
on behaviour intention for repeat visitors and first-time visitors No 
H5-10 There is significant difference between the effect of place attachment 
on perceived value for repeat visitors and first-time visitors No 
H5-11 There is significant difference between the effect of place attachment 
on satisfaction for repeat visitors and first-time visitors No 
H5-12 There is significant difference between the effect of place attachment 
on behaviour intention for repeat visitors and first-time visitors No 
H3-5 There is significant difference between the effect of perceived value on 
satisfaction for repeat visitors and first-time visitors No 
H3-6 There is significant difference between the effect of perceived value on 
behaviour intention for repeat visitors and first-time visitors No 
H3-7 There is significant difference between the effect of satisfaction on 
behaviour intention for repeat visitors and first-time visitors Yes 
8.7 Summary of the Findings 
This study provides empirical evidence supporting psychological mechanism of espoused 
culture value, place attachment, perceived value, satisfaction and behaviour intention in the 
context of domestic dark tourism consumption for Chinese tourists. The following section 
discusses the insights into the proposed model among various measures and constructs based 
on the presentation of the key statistic indicators gained from PLS-SEM results.  
8.7.1 HOC of Perceived Value 
Findings of this study show functional value, epistemic value, and conditional value as the 
three significant in contribution to better understanding of how benefits are assessed into 
Chinese tourists’ minds toward dark tourism experience in the post-disaster destination. With 
the epistemic value having the largest contribution and the functional value the least, this 
study confirms the findings that as consumers become more experienced and sophisticated, 
affective /social-psychological value becomes more important than conventional cognitive 
dimensions of value i.e. functional value stemming from quality and value for money (Bello 
and Etzel, 1985), while the best value offer is still attractive for modern Chinese dark tourists. 
The result in relation to epistemic value is in line with previous studies emphasizing the 
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educational experiences as the major part of dark tourism experience across settings (e.g., 
Yan et al, 2016; Lee et al., 2012; Kang et al., 2011; Zhang et al., 2016). In addition, 
conditional value represents the benefits derived in the specific situational context, for 
examples, in dark tourism context can be related to seasonal value (e.g., a meaningful day out 
on Tomb-sweeping Day), once in a lifetime situation (e.g., carried out the obligation), or 
subtler conditional association (e.g., relief the memory). It is thus understandable in term of 
its large contribution to value perception of dark tourism experience consumed. 
Despite being core in understanding tourists’ experience evaluation, emotional value 
surprisingly does not exert a significant contribution to overall perceived value of dark 
tourism experience for Chinese tourists, against the previous research findings (e.g., 
Prebensen and Xie, 2017; Williams and Soutar, 2009) in experiential settings where the 
emotional value has been found to be a particular interest due to its reflection of the products’ 
abilities to arouse feelings or affective status . However, according to Sheth et al. (1991), 
consumers make choices based on many value dimensions, which vary may according to 
their personal needs and the setting. In tourism context, Leiper (2004) reveals that travel to 
different destinations provides consumers with different types of benefits or values. Thus, 
tourists will value experience differently depending on the situation, the context, the 
resources presented etc. (Holbrook, 2006). Another plausible explanation may relate to the 
complex nature of emotion. Previous studies’ measures for emotions have been restricted to 
the positive type of items whereas the measures in the present study cover a more varied 
spectrum of tourists’ affective responses. From a methodological perspective, the results 
demonstrate that combining variables of different valence into summary dimensions may lead 
to complexity and confusion. In addition, social value is not significantly defining perceived 
benefits of visiting dark tourism sites for Chinese tourists. It is in line with the study of Biran 
et al. (2014) suggesting dark tourism products have little symbolic meaning to tourists who 
seek a self-esteem and prestige.  
8.7.2 HOC of Chinese Culture Value 
While the present study contributes to theory development by demonstrating how the 
perceived value of dark tourism experience can be modelled as a formative construct and 
incorporated in a structural model, it does not purport the universality of all perceived values 
co-shape value perceptions, given the context specific nature of tourism study. The same 
holds for the Chinese culture value construct modelled in a formative way. The relevant 
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espoused values are also adapted to the dark tourism consumption experience. Findings of 
this study are in line with (Sun, D’Alessandro and Johnson, 2014) and Hoare and Butcher 
(2008), who demonstrate that the group orientation is most valued by Chinese tourists 
followed by face consciousness. Group orientation or collectivism, appropriated in 
Hosfstede’s (1980) study, emphasize the Chinese dark tourists find their identities with 
reference to others and adopt group goals and opinions exchange for reciprocal care. The face 
or Mien-tzu concept represents the high value that the Chinese dark tourists place on 
interpersonal relationships.    
8.7.3 HOC of Place Attachment  
This study yields highly consistent results with those reported in the previous studies (e.g. 
Gross and Brown, 2008; Hou et al., 2005; Yuksel, Yuksel and Bilim, 2010; Prayag and Ryan, 
2012) in term of the applicability of the place attachment construct for a tourism destination. 
Place affect is the strongest dimension defining place attachment followed by place 
dependence and place identity. The three dimensions of the place attachment construct are 
replicated in the dark tourism context, reinforcing their robustness as measures of the 
construct as well as the notion of the context specific nature in regard to place attachment. 
Social bonding does not show significance in relation to the place attachment evaluation 
thereby suggesting that tourists rely on subjective affection rather than reality in term of 
developing their place attachment. 
8.7.4 Relationships between CCV, PA and PV  
The significant influence of Chinese culture values has on perceived value is affirmative, 
which has been previously evidenced by Wan et al. (2009). The strong correlation between 
place attachment and perceived value has also been revealed through this research, which 
resonates the assertion by (Suntikul and Jachna, 2016) that a feeling of personal relevance is 
becoming the increasingly strong determinant of perceived value for contemporary tourists.  
8.7.5 Relationships between CCV, PV, PA and SATIS 
This study corroborates the findings of previous studies e.g., (Gallarza and Saura, 2006; 
Mohd-Any et al., 2015; Prebensen et al., 2014; Williams and Soutar, 2009) and discloses that 
perceived value directly positively affects satisfaction. Likewise, the positive relationship 
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between place attachment and overall satisfaction is not surprising, which implies that the 
more personally attached are tourists to the destination, the more relevant becomes valued 
dark tourism experience elements in providing desired experience. Moreover, the result 
exhibits that perceived value completely mediates the effect of Chinese culture value on 
satisfaction, suggesting a more efficient use of Chinese culture value to form perceived value 
than to form satisfaction.  
8.7.6 Relationships between CCV, PV, PA, SATIS and BI 
Although there are many decisive factors for behaviour intention reported in the literature, 
three of them stand out based on the findings of this study: perceived value, satisfaction and 
place attachment.  
While researchers have yet agreed as to whether perceived value has a direct or indirect effect 
on further intentions through satisfaction (Bajs, 2015). The direct effect of perceived value on 
behaviour intention (e.g., Baker and Crompton, 2000; Jo et al., 2014; Prayag et al., 2017; Um 
et al., 2006) is not supported in this study and instead, the effect of perceived value on 
behaviour intention is completely through satisfaction. The nonsignificant path perceived 
value to behaviour intention is consistent with the studies of Gallarza and Saura (2006). A 
number of plausible reasons exist to explain these discrepancies. First, the research settings 
are dissimilar. Second, the sample characteristics differ. Third, the inherent complexity, in 
terms of types and intensity, of tourists’ value perception towards experiences may account 
for these diverging results.  
Surprisingly, perceived value appears to have a negative effect on behaviour intention despite 
of being nonsignificant. Tourists may hesitate to recommend the dark experience because this 
aboriginal tour constitutes cultural constraints. In addition, they are reluctant to revisit the site 
due to the fulfilment of their obligation through this once in a lifetime activity. This implies 
that the more meaningful they feel towards the dark experience, the less likely they are 
willing to be back. The reason for this is probably that tourists want to explore new 
destinations and search for new experiences and do not intend to repeat the visit that they 
have already had, regardless the level of value perception and satisfaction (Bajs, 2015). This 
result somehow concurred with a previous study investigating the golf travellers (Hutchinson, 
Lai and Wang, 2009), albeit in a different context.  
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However, the variety seeking behaviour occurs to the situation where there is a low feeling of 
personal involvement. The study provides empirical support for the positive effect of place 
attachment on behaviour intention as suggested by Alexandris, Kouthouris and Meligdis 
(2006), Yuksel, Yuksel and Bilim (2010) and Prayag and Ryan (2012). 
The conclusion of almost all previous studies (e.g., Baker and Crompton, 2000; Beeho and 
Prentice, 1997; Bigné et al., 2001; Chen and Tsai, 2008; Engeset and Elvekrok, 2015; Kozak 
and Rimmington, 2000; Prayag et al., 2017; Ross, 1993; Žabkar et al., 2010) is that 
satisfaction directly influences loyalty intentions. As hypothesized, a tenable evidence has 
been found on the relationship between overall satisfaction and both likelihood to 
recommend and revisit intention. Therefore, as satisfaction levels increase, the propensity to 
return and spread positive WOM increases.  
It is notable that behaviour intention is affected more by place attachment than overall 
satisfaction. In other words, tourists’ revisit intention and word of mouth could be determined 
more by what they are actually attached to than by what they are satisfied with. The more 
attracted they are to a destination, the more likely they are to revisit it. It is understandable in 
the case of dark tourism, even though satisfied with their trip, tourists are unlikely to revisit 
unless very attached to the destination, because of reduced novelty and opportunity costs. 
Additionally, behaviour intention as an outcome of satisfaction at the stage of post-
experience evaluation is often questioned in term of its role as a proxy of the satisfaction. 
Therefore, satisfaction might not be able to explain more variances of behaviour intention 
than any other independent variable (Bennett and Rundle‐Thiele, 2004), place attachment for 
instance in the current research model. The mediating role of satisfaction suggests that 
perceived value alone is not sufficient to activate loyal intention but being with satisfaction 
and place attachment warrants future loyal behaviour. 
Perceived value and satisfaction together specifically mediate the effect of Chinese culture 
value on behaviour intention. However, neither total indirect effect nor direct effect of 
Chinese culture value on behaviour intention is significant, unlike the study of Lee (1991) but 
finds support from Hoare and Butcher’s (2008) proposition that no conclusive evidence exists 
on this relationship. Intuitively, if tourists highly value collectivism, he or she should be more 
likely to repeat the visit or recommend. However, other factors, e.g., cultural constraints may 
intervene in this relationship, providing an explanation for the existence of no significant 
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direct path between the two constructs.  
8.7.7 Moderating Role of PA 
As expected, tourists’ place attachment to the dark tourism destination does regulate the 
relationships between (1) Chinese culture value and perceived value, (2) perceived value and 
behaviour intention, (3) satisfaction and behaviour intention, and (4) Chinese culture value 
and behaviour intention. The findings denote that with high place attachment (1) perceived 
value is less likely to be affected by Chinese culture value; (2) behaviour intention is more 
likely to be negatively affected by perceived value; (3) satisfaction is less likely to exert 
positive influence on behaviour intention; and (4) the negative effect of Chinese culture value 
on behaviour intention becomes weaker. The results corroborate the previous finding and 
reveals that place attachment does exert a moderating relationship between attitude and 
behavioural intention (Kyle, Absher and Graefe, 2003; Stylos et al., 2017), with denoting that 
loyal attentions remain stable for tourists with high place attachment who are more likely to 
be less affected by either cognitive or affective elements they hold for experience evaluation.   
8.7.8 Heterogeneity between Repeat Visitors and First-time Visitors 
Also of interest is the result that compared to first-time visitors, the repeat visitors are more 
likely to repurchase and spread positive WOM if they perceive their experience as a 
satisfying one. MGA further reveals that Chinese culture value is a better predictor of 
satisfaction for repeat visitors. Surprisingly, for those without previous dark tourism 
experience, Chinese culture value negatively affects the satisfaction.  
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Chapter 9 Conclusion and Recommendations 
9.1 Introduction 
In this chapter, a summary is firstly drawn to the research on the present study. Next, both 
managerial and theoretical implications are explained within the context of dark tourism 
destination marketing and management. Finally, suggestions are proposed for further 
research as well as improvement in view of some limitations in this study. 
9.2 Conclusion 
Dark tourism has grown significantly in recent years, becoming a major niche within the 
specific interest tourism sector. This study proposes an integrated approach to understanding 
dark tourism consumption experience in China and thus extends the theoretical and empirical 
evidence of causal relationships between perceived value, satisfaction and behaviour 
intention by involving Chinese culture value and place attachment constructs. In brief, the 
objectives are established in the following dimensions: 1) to capture elements significantly 
defining perceived value, Chinese culture value and place attachment in the case of 
evaluating dark tourism experience, 2) to examine the relationship among Chinese culture 
value, perceived value, place attachment, satisfaction and behaviour intention based on the 
hypothesized theoretical framework, 3) to investigate the moderating role of place attachment 
on various paths in the structural model and 4) to discover the group differences in relation to 
travel characteristics. 
An extensive literature review has then been taken to offer this study a sufficient theoretical 
support. To begin with, dark tourism, as the setting of the present research, receives a critical 
review with some empirical evidence exploring the experience issues. Then, based on the 
general value theories, a number of very well-known approaches are discussed for 
understanding the key component of this study i.e., perceived value, while the emphasis is 
put on developing a measurement model of perceived value applicable to dark tourism 
context. In addition, Chinese culture value, as an effective predictor for perceived value, is 
certain to receive intense scrutiny, followed by reviewing place attachment.  
To achieve the research objectives, this study used a mixed-method design of qualitative and 
quantitative approaches with a triangulation of data collection. Base on the convenience 
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sampling method, a closed-ended, self-administrated questionnaire was used to collect data 
over one week time in Wenchuan county, Sichuan province, China. A number of statistical 
tools, including exploratory factor analysis based on SPSS, as well as PLS algorithm, 
bootstrapping, blindfolding, CTA-PLS, MGA and permutation based on PLS-SEM, are 
employed. 
In the end, the results of data analysis are presented and further interpreted. The findings of 
this research suggest that visitors’ value perception depend mostly on epistemic value, 
followed by conditional value and functional value. The social-psychological dimensions of 
value (i.e., epistemic value and conditional value) have a greater contribution to value 
perception of dark tourism experience than the cognitive dimension of perceived value (i.e., 
functional value). Chinese culture value is conceptualised as a multidimensional construct 
and indeed two value dimensions have a strong positive contribution to the significant 
influence of Chinese culture value on perceived value. Group orientated dimension is 
prominent, and also face consciousness is pronounced as a predictor. Extending the current 
theorizations and congruent with research in environmental psychology and leisure study, the 
study demonstrates the predictive power of place attachment for the attitudinal and 
behavioural outcomes in tourist behaviour model, as well as its important moderating role in 
explaining visitor satisfaction and behaviour intention. Tourists satisfaction have a direct, 
positive and significant association with behaviour intention and completely mediate the 
relationship between value perception and behavioural intentions. The indirect effect 
perceived value has on behaviour intention through satisfaction inspire the tourists’ 
recommendation and revisit intention. Overall, the present study suggests a broader holistic 
view of dark tourism consumption experience. 
9.3 Theoretical Contributions  
Firstly, in response to the call for accommodating elements of physical environment and 
social culture milieus for a complete understanding of tourists experience consumption 
(Suntikul and Jachna, 2016), the present study for the first time proposes an integrated model, 
where the interrelationships between Chinese culture value, place attachment, perceived 
value, satisfaction and behaviour intention have been more thoroughly comprehended in dark 
tourism context. This study is thus a new addition to the empirical experiential research in 
this area.  
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Secondly, empirical research in tourism investigating the relationship between Chinese 
Culture Value and Perceived Value remains scant. The noteworthy contribution to the theory 
by the present work derives from the empirically significant relations that have been found 
between two theoretical constructs: Chinese culture value and perceived value in 
acknowledging dark tourism consumption experience. The tourism domain in general and the 
dark attraction context in particular provide a common ground that allows the two constructs 
to interact. The causal link between Chinese culture value and perceived value is moderated 
by place attachment shedding new light on their relationships which is by no means simple. 
Thirdly, although marketing literature has suggested that perceived value is the leading 
predictor of customer loyalty and repurchase intentions (Woodruff, 1997). This study 
advances knowledge of perceived value not as a sole antecedent to tourist satisfaction. 
Empirical evidence supports the critical importance of integration of the place attachment 
construct in tourists’ attitudinal and behavioural model and has shown place attachment to be 
an immediate antecedent variable to value, satisfaction and behaviour intention in dark 
tourism context. A literature review demonstrates that place attachment, as an environmental 
psychological driven social psycho construct, lacks empirical research in dark tourism 
setting, so this study has bridged the gap in this field. In addition, by encompassing place 
dependence, place identity, social bonding and place affect, the framework consolidates the 
fragmented empirical work on place attachment in general tourism context. Moreover, the 
conceptual framework proposed in this work provides a holistic view by simultaneously 
examining place attachment as an antecedence and moderator, which would progress the 
nature of the debate on place attachment and its relationship with other attitudinal or 
behavioural constructs.  
At the last, methodologically, this study provides the measurement model that can be used to 
measure dimensions of dark tourism value perception. The dark tourism sector has certain 
characteristics that differentiate it from other tourism specialities meaning that a scale 
specific to dark tourism is require based on those elements perceived and valued by the 
tourists during their visit. The measurement scale used in this study is thus formed based on 
existing empirically proved scales but also on the basis of qualitative research with experts in 
tourism academia and tourists who have visited the post-disaster destination in Wenchuan. 
Taking into account the coverage of PV within literature, together with the features peculiar 
to the dark tourism sector, conditional value is inclusion and emotional value is identified as 
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a multi-dimensional per se consisting sub components of joy, positive surprise misery and 
empathy, pertaining to those key aspects that are missing from the formation of PV and its 
application in the dark tourism sector in particular. The proposed framework thus can be 
invoked as a theoretical basis for future research in this area. 
9.4 Managerial Implications 
From a practical point of view, the results offer important marketing and management 
implications for dark tourism destinations.  
Firstly, tourist’ value perceptions can be seen as a determinant in efforts to improve dark 
tourism offerings as well as a primary factor in shaping a marketing programme. 
Accordingly, it is important to isolate and analyse the major sources of perceived value. 
Findings show that the value perception of Chinese tourists in consuming dark tourism 
experience is strongly affected by epistemic value followed by conditional value, functional 
value where the marketing practitioners should focus upon. 
The characteristics of the tourist offerings serve to assess the functional value of the dark 
tourism experience should be controlled and managed to meet or exceed visitors’ expectation. 
The all-inclusive experience package or other available packages offered to dark tourists 
should be priced competitively and appropriately. Moreover, numerous encounter 
experiences jointly determine the quality perception, which increases the incidence of 
unpleasant experiences and further leads to negative overall quality evaluation. All 
stakeholders involved should, therefore, be fully aware of the importance of an integral and 
holistic managerial approach on delivering quality. In addition, tourists’ offerings should be 
moulded in an ongoing process of evaluating functional value perceptions.  
The shift toward ‘experience economy’ (Pine and Gilmore, 1999) forces marketers to pay 
attention to the entire consumption experience. The result of this research suggests providing 
high quality and cost-effective products is no longer sufficient; satisfying tourists’ affective 
needs become increasingly important in the emerging dark tourism niche market.  
Hence, marketing campaign should emphasize the knowledge and novelty that can be evoked 
by the tour. To instigate an epistemic appeal, marketers should focus on involving tourists by 
providing a variety of learning experiences tailored to the knowledge of different groups. 
Chapter 9 Conclusion and Recommendations 
109 
 
Special attention should be given to developing the versatility of educational programmes, 
incorporating well-designed activities by employing sophisticated imagery, visual effects 
and/or other innovative means in order to create on-site lived experiences, which can 
facilitate visitors to understand, feel and relive. Also, it is necessary for marketers to 
effectively design new novelty strategies, especially among repeat tourists’ groups, as over 
time experiences that were once deemed novel and knowledgeable might become mundane 
encounters. 
Besides, conditional value in this study has been ascertained to predominantly influence 
overall value perception and thereby becomes one of the priorities for suppliers in the dark 
tourism sector. Dark tourism marketers are therefore advised to continue promotions 
emphasizing, for examples, the meaningfulness the dark tourism experience can bring to life, 
the glorious achievement made from pro-socially fulfilling the obligation by visiting the 
disaster-hit destination, the subjective well-being given by the relief from memory of disaster 
during the visit, etc., which a uniqueness of dark tourism experience is made of. 
Secondly, Chinese culture value plays a fundamental role in explaining Chinese tourists’ the 
dark tourism consumption behaviours. The development of dark tourism products should thus 
be grounded in principles and behavioural codes that represent the national culture. 
Specifically, interpersonal influence is strong in China, where people tend to endorse a group 
oriented sense that focuses on communal goals, norms and obligations. Urgent need for 
practitioners is to address the dark tourism products in association with these culturally 
oriented particularities and distinctions. Merging uniform ideology with the modern dark 
tourism products design ought to be considered for new tourism option (e.g., prosocial or 
authorism propaganda). Rather than the initial economic function, dark tourism has a great 
potential serving as a political instrument to construct and deepen the national identity.   
Thirdly, the study offers important insights for managers in understanding the role of place 
attachment in promoting dark tourism consumption. In particular, the elements of place 
attachment that are the most important in influencing experience evaluation in the dark 
tourism destination would be of use to assist in planning dark tourism experience and 
fostering visitors’ behavioural intentions.  
Place attachment should be developed by emphasizing the importance of its affective 
attribute. Encouraging social interactions and participation in on-site tourists’ activities may 
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generate a high level of place affect which in turn can result in highly favoured experiences, 
and sequentially satisfaction and loyal intentions. Given that place dependence is related to 
the perception that a setting processes unique qualities (Williams et al., 1992), the findings of 
this study suggest that tourism authorities in Wenchuan need to reinforce and improve the 
current positioning of Wenchuan through its professionalism in term of offering authentic 
dark tourism experience, which is used to differentiate the destination effectively from other 
competitors. As regards to place identity, destination managers need to proactively manage 
the appropriateness of the meanings carried by promotional messages tourists’ identities and 
sense of belongings can be aroused by. 
Finally, take into account the group heterogeneity, benefits perceived by tourists will not 
necessarily result in royal intentions and not all satisfied tourists have loyal intentions 
equally. Therefore, great efforts need to be made on retaining the first-time visitors by 
arousing their emotionally affective attachments to the destination through aforementioned 
strategies. As tourists with high place attachment are easily satisfied and tend to be loyal 
regardless of the level they value the experience or Chinese culture. 
9.5 Limitations and Future Directions 
In spite of the contributions of the present study, there are some limitations, although each 
one could form the basis for future lines of research that would complement the principal 
findings. 
First, the results of the study should be interpreted and generalised with cautions for the 
composite nature of the value structure investigated. While the perceived value framework 
adopted in the present study is contextualized towards dark tourism, there may be other 
specific dimensions that are relevant to other types of tourism practices. Hence, limitation 
inhibits the applicability of value perception construct to other tourism contexts. Similarly, 
Replication of the links hypothesized among the constructs in the present research model on 
other tourism setting is likely to produce different results.  
In details, any single behaviour is always influenced by a large variety of factors specific to 
the situation in which it occurs, no finding from a single study should alone be given much 
credibility, although it might be useful in contributing to a population of studies that can be 
interpreted in aggregation. Dark tourism with a specific type (i.e., natural disasters) is 
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targeted in this study, calling for further research across different dark tourism settings in 
diverse consuming situations, which would help explore the dark tourism related value 
dimensions in more details and further increase the external validity of the results.  
Also, it is believed that the findings of this study are representative of Chinese dark tourists 
and may have resulted in analytical specificity, which urges other researchers to replicate the 
study and get replies from different industries to test the robustness of the relationship 
between Chinese culture value and perceived value.  
Yet, the pattern of the relationships for dark tourism consumption may be culture-specific, 
some of which may be reversed in other cultural settings. To further determine the potential 
of the proposed model in the present study, research efforts are also needed to investigate the 
model’s effectiveness in a wider scope of culture settings to find out whether these results are 
generalizable or are specific to the participants’ country. Additionally, how certain 
relationships are moderated by different types of cultural tradition so as to proceed in the 
direction of multilevel research involving more than one cultural group, which would be also 
very worth exploring. 
Secondly, the present work examines the combined moderating effect of PA dimensions. As 
such, future research could investigate the distinctive role of each dimension, since sub-
components are evidenced not uniformly significant to the abstract PA construct in the 
present study.  
Thirdly, based on the structure model proposed in the present study, Chinese culture value 
displays a nonlinear relationship with behaviour intention. The significance has been proven 
through additional quadratic effect testing. Given its considerable complexity and 
interpretation difficulty, nonlinear relationship between these two variables in dark tourism 
context deserve an in-depth exploration in their own right, which is far more beyond the 
scope of the present study.  
Fourthly, tourism is recognised as an agent of social and cultural change and in many cases 
has been identified as both force for cultural enrichment or rejuvenation. Understanding of 
the social cultural effects of tourism is one of the least developed area within the tourism 
literature (Kariel, 1989). With few attempts to be predictive of impact dark tourism might 
have, future studies can provide insight into the likely changes that dark tourism might bring 
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to an indigenous Chinese community. 
Fifthly, although perceived value is found to be a nonsignificant predictor of behaviour 
intention, which does not represent an endorsement for tourists to have a difficulty 
remembering how much benefit has been gained exactly. Instead, they might encode in ways 
that are meaningful to them. There is an underlying assumption that the contribution dark 
tourism specifically makes is an integral feature of quality of life in the long term without 
being promptly inspired, which implies the future research direction. 
Lastly, in the present work, the market heterogeneity analysis is simply based on pre-
determined travel characteristics (i.e., repeat visits vs first-time visits). Unfortunately, the 
sources of heterogeneity in data can never be fully known a priori. FIMIX-PLS, therefore, 
could be further done as a complementary technique to identify any unobserved 
heterogeneity issue in order to interpret the aggregate level result accurately (Matthews et al., 
2016). 
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Appendix A: Questionnaire (Chinese Version) 
尊敬的参与者： 
我是旅游管理专业的博士研究员，这份针对‘5.12 汶川地震遗址旅游’的调查问卷是我研究设计的重要部
分，旨在了解中国旅游者经由本土文化的浸润，对地震遗址这种特殊形式的旅游产品所持有的消费行为
方式，非常感谢您对此给予的帮助。此次问卷调查纯属自愿，您的回答不记名并严格保密，调研之后只
公布汇总结果。若您想进一步了解此研究项目或此研究项目将公布的内容，请与我联系。谢谢！ 
刘薇 
英国萨里大学酒店及旅游管理学院 
Email: wei.liu@surrey.ac.uk 
 
一、传统文化 
请仔细阅读如下陈述，在最能反映您意见的数字上划圈。 
 非常不同意 中立 非常同意 
1. 我认同“一日为师，终身为父”。 1 2 3 4 5 6 7 
2. 我认为年轻人应该尊重长者。 1 2 3 4 5 6 7 
3. 我认为权威人士的意见应该予以特别关注。 1 2 3 4 5 6 7 
4. 我愿意遵从不同的地方风俗。 1 2 3 4 5 6 7 
5. 我愿意同其他人保持良好关系。 1 2 3 4 5 6 7 
6. 我认为建立良好的人际关系是人生中十分重要的一部分。 1 2 3 4 5 6 7 
7. 我介意别人如何看待我。 1 2 3 4 5 6 7 
8. 我不介意为面子而吃些苦头。 1 2 3 4 5 6 7 
9. 我认为给他人面子很重要。 1 2 3 4 5 6 7 
10. 与人相处我会保持低调，避免张扬。 1 2 3 4 5 6 7 
11. 与人相处我会考虑别人的感受而特别注意自己的言行。 1 2 3 4 5 6 7 
12. 与人相处我会力求和气，即使发生分歧我也不会宣泄愤懑
情绪，而是礼貌对人。 
1 2 3 4 5 6 7 
13. 我乐于将团体（例如家庭）利益优先考虑，个人其次，从
而维护该团体的和谐氛围。 
1 2 3 4 5 6 7 
14. 即使个人没有机会得到认可，我也愿意为集体目标而努
力。 
1 2 3 4 5 6 7 
15. 我愿意帮助那些需要帮助的人。 1 2 3 4 5 6 7 
16. 我认同命运远非个人能够掌控。 1 2 3 4 5 6 7 
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17. 我认同人类是大自然的一部分，试图掌控自然不如去适应
它从而与之和谐相处。 
1 2 3 4 5 6 7 
18. 我认同尽人事，将其余部分交给上天决定。 1 2 3 4 5 6 7 
二、价值感知 
请仔细阅读如下陈述，结合您本次地震遗址旅游的体验进行评估，在最能反映您意见的数字上划圈。 
 非常不同意 中立 非常同意 
1. 汶川地震遗址的服务质量可接受。 1 2 3 4 5 6 7 
2. 汶川地震遗址的服务井然有序。 1 2 3 4 5 6 7 
3. 汶川地震遗址的服务质量在整个游览过程中保持一致。 1 2 3 4 5 6 7 
4. 汶川地震遗址值得花时间去体验。 1 2 3 4 5 6 7 
5. 汶川地震遗址游物有所值。 1 2 3 4 5 6 7 
6. 游览汶川地震遗址使我得到社会认同。 1 2 3 4 5 6 7 
7. 游览汶川地震遗址能够改善他人对我的看法。 1 2 3 4 5 6 7 
8. 游览汶川地震遗址使我感到被他人所接受。 1 2 3 4 5 6 7 
9. 游览汶川地震遗址能够让别人敬佩我。 1 2 3 4 5 6 7 
10. 汶川地震遗址提供了真实的体验。 1 2 3 4 5 6 7 
11. 游览汶川地震遗址满足了我的好奇心。 1 2 3 4 5 6 7 
12. 游览汶川地震遗址使我深受教益。 1 2 3 4 5 6 7 
13. 游览汶川地震遗址使我增长了知识。 1 2 3 4 5 6 7 
14. 游览汶川地震遗址使我感到自豪。 1 2 3 4 5 6 7 
15. 游览汶川地震遗址使我感到舒畅。 1 2 3 4 5 6 7 
16. 游览汶川地震遗址使我感到趣味。 1 2 3 4 5 6 7 
17. 游览汶川地震遗址使我感到震惊。 1 2 3 4 5 6 7 
18. 游览汶川地震遗址使我感到刺激。 1 2 3 4 5 6 7 
19. 游览汶川地震遗址使我对自然的残酷所导致的灾难心生畏
惧。 
1 2 3 4 5 6 7 
20. 游览汶川地震遗址使我对灾难中的逝者、伤者深表同情。 1 2 3 4 5 6 7 
21. 游览汶川地震遗址川地震遗址游使我为曾经陷于悲惨处境
的人们感到悲伤。 
1 2 3 4 5 6 7 
22. 游览汶川地震遗址使我对遭受到精神和身体创伤的幸存者
感到同情。 
1 2 3 4 5 6 7 
23. 汶川地震遗址游展出的内容和主题使我感到压抑。 1 2 3 4 5 6 7 
24. 人们在抗震救灾中付出的所有努力使我欣赏且感动。 1 2 3 4 5 6 7 
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25. 通过游览汶川地震遗址我履行了缅怀追思的义务。 1 2 3 4 5 6 7 
26. 游览汶川地震遗址疏解了我关于灾难的痛苦记忆。 1 2 3 4 5 6 7 
27. 游览汶川地震遗址使我度过了有意义的一天。 1 2 3 4 5 6 7 
28. 游览汶川地震遗址使我身心幸福愉悦。        
三、地方依附 
请仔细阅读如下地震遗址旅游目的地的相关陈述，在最能反映您意见的数字上划圈。 
 非常不同意 中立 非常同意 
1. 比起其它旅游目的地，我更愿意来这里旅游。 1 2 3 4 5 6 7 
2. 这里的旅游体验无以替代。 1 2 3 4 5 6 7 
3. 我对这里有强烈的认同感。 1 2 3 4 5 6 7 
4. 这里是我生命中重要的一部分。 1 2 3 4 5 6 7 
5. 我对这里有深刻的记忆。 1 2 3 4 5 6 7 
6. 这里的某些人对我来说有很重要的意义。 1 2 3 4 5 6 7 
7. 这里对我来说具有特殊的意义。        
8. 我对这里充满依恋。        
四、满意度 
请仔细阅读如下地震遗址游体验顾客满意度的相关陈述，在最能反映您意见的数字上划圈。 
 非常不同意 中立 非常同意 
1. 汶川地震遗址旅游的体验正是我所想要的。 1 2 3 4 5 6 7 
2. 我选择汶川地震遗址旅游是明智之举。 1 2 3 4 5 6 7 
3. 总体来说，我对汶川地震遗址旅游的体验十分满意。 1 2 3 4 5 6 7 
五、行为意向 
请仔细阅读并逐项评估您在参加地震遗址旅游之后发生如下行为的可能性，在最能反映您意见的数字上
划圈。 
 非常不同意 中立 非常同意 
1. 我愿意向他人推荐汶川地震遗址旅游。 1 2 3 4 5 6 7 
2. 我愿意重游汶川地震遗址。 1 2 3 4 5 6 7 
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六、个人信息 
请根据实际情况填写或者在适合您的选项前面的方框上划圈。 
1. 性别 
□1 男 
□2  女     
2. 年龄 □1  16-24 □2  25-34 □3  35-44 □4  45-54 □5  55-64 □6  65 岁以上 
3. 民族 □1  汉族 □2  少数民族（       ）族   
4. 婚姻状况 □1  未婚 □2  已婚        □3  其他 
5. 教育背景 □1 未受教育 □2 小学 □3  中学 □4  学院／大学／学士学位       □5  硕士学位及以上 
6. 请问您是否曾经到访过本次游览的地震遗址旅游景点？ □1  是 □2  否 
7. 请问您是否曾经到访过其他汶川地震遗址旅游景点？ □1  是 □2  否 
 
8. 请问您是否曾经到访过其他与死亡、灾难、痛苦、恐怖事件或悲剧发生地有关的旅游景点？（包括地震、火
山、泥石流等自然灾害遗址，例如：腾冲火山遗址等；战争遗址，例如：南京大屠杀纪念馆、万 人坑等；监
狱，例如：渣滓洞） 
□1  是              □2  否 
9. 请问您来自哪个省份？ □1  四川省内               □2  四川省外 
 
访问到此结束，再次感谢您的参与。 
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Appendix B: Questionnaire (English Version) 
Dear participant, 
I am a postgraduate research student in the University of Surrey. This survey, referring to 
Chinese tourists’ dark tourism experience consumption by visiting Wenchuan, is of crucial 
importance for my dissertation. You voluntary assistant will be greatly appreciated. It will 
take you around 15 minutes to complete the questionnaire. I guarantee your response is 
anonymous and confidential. Only the summarised results will be published in the future. If 
you have any query or interest referring to this study or the further result, please do not 
hesitate to contact me. Many thanks! 
Miss Wei Liu 
School of Hospitality and Tourism Management  
University of Surrey  
Email: wei.liu@surrey.ac.uk 
 
I Chinese Culture Values 
Please carefully read all the statements of below and rate the level of your agreement by ticking (√) the 
appropriate number in the scale provided: 
 Extremely disagree Neutral  Extremely agree 
1. I believe that a teacher of one day is a father of a lifetime. 1 2 3 4 5 6 7 
2. I believe that Youngsters should have respect for elders. 1 2 3 4 5 6 7 
3. I believe that one should pay special attention to the advice of 
powerful people. 
1 2 3 4 5 6 7 
4. I would like to follow different customs in different places. 1 2 3 4 5 6 7 
5. I would like to retain good connection with others. 1 2 3 4 5 6 7 
6. I believe that developing connection is necessary in one’s 
daily life. 
1 2 3 4 5 6 7 
7. I am concerned about how others perceive me. 1 2 3 4 5 6 7 
8. I do not mind suffering hardships in order to preserve face. 1 2 3 4 5 6 7 
9. I believe it is important to give ‘Mien-tzu’ to others. 1 2 3 4 5 6 7 
10. When dealing with others I restrain myself and keep a low 
profile. 
1 2 3 4 5 6 7 
11. When dealing with others I consider their feelings and take 
great care that my words and actions do not make others. 
uncomfortable 
1 2 3 4 5 6 7 
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12. Even when I disagree with someone’s opinions, I do not show 
any resentment and polite to him/her. 
1 2 3 4 5 6 7 
13. I readily subordinate my individual interest in pursuit of the 
primacy interests of specific social groups (e.g., family) and 
maintenance of group cohesiveness. 
1 2 3 4 5 6 7 
14. I readily work hard for the goals of my group, even if it does 
not result in personal recognition. 
1 2 3 4 5 6 7 
15. I readily help others in need of help. 1 2 3 4 5 6 7 
16. I believe fate that something in life is far beyond our control. 1 2 3 4 5 6 7 
17. I regard human beings as a part of nature that we should not 
try to master but adapt to so as to maintain a balance with. 
1 2 3 4 5 6 7 
18. Do all that is humanly possible and leave the rest to the will of 
providence. 
1 2 3 4 5 6 7 
II Evaluation of Dark Tourism Experience 
Please carefully read all the statements below and rate the level of your agreement by ticking (√) the 
appropriate number in the scale provided: 
 Extremely disagree Neutral  Extremely agree 
1. The tour had an acceptable standard of quality. 1 2 3 4 5 6 7 
2. The tour was well organized. 1 2 3 4 5 6 7 
3. The quality was maintained throughout. 1 2 3 4 5 6 7 
4. The time spent was worthy.   1 2 3 4 5 6 7 
5. Visiting Wenchuan is value for money. 1 2 3 4 5 6 7 
6. Visiting Wenchuan gained social approvals from the others. 1 2 3 4 5 6 7 
7. Visiting Wenchuan improved the way I was perceived. 1 2 3 4 5 6 7 
8. Visiting Wenchuan made me feel acceptable to the others. 1 2 3 4 5 6 7 
9. The tour enabled me to impress the others. 1 2 3 4 5 6 7 
10. The tour provided authentic experience. 1 2 3 4 5 6 7 
11. The tour satisfied my curiosity. 1 2 3 4 5 6 7 
12. The tour was highly educational. 1 2 3 4 5 6 7 
13. The tour added new knowledge. 1 2 3 4 5 6 7 
14. I felt proud of having visited the Wenchuan earthquake 
memorial. 
1 2 3 4 5 6 7 
15. I had a feeling of comfortable. 1 2 3 4 5 6 7 
16. I had a feeling of enjoyable. 1 2 3 4 5 6 7 
17. I had a feeling of astonishing. 1 2 3 4 5 6 7 
18. I had a feeling of stimulating. 1 2 3 4 5 6 7 
19. I had a sense of fear from the cruel nature which caused the 
tragedy. 
1 2 3 4 5 6 7 
20. I felt sympathy for people who were killed, injured or 
orphaned. 
1 2 3 4 5 6 7 
21. I felt sorrow for the miserable circumstances people had to 
confront with. 
1 2 3 4 5 6 7 
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22. I felt empathy with the painful lives of survivors who were 
injured mentally or physically. 
1 2 3 4 5 6 7 
23. I felt depressed from the exhibition contents or themes. 1 2 3 4 5 6 7 
24. I felt appreciative of the efforts in fight against the disaster. 1 2 3 4 5 6 7 
25. I carried out the obligation to visit the site and commemorate 
victims. 
1 2 3 4 5 6 7 
26. Visiting Wenchuan made me relieved from my memory of the 
disaster. 
1 2 3 4 5 6 7 
27. I had a meaningful day out. 1 2 3 4 5 6 7 
28. Visiting Wenchuan positively increased my well-being shortly 
after the trip. 
1 2 3 4 5 6 7 
III Place attachment  
Please carefully read all the statements below and rate the level of your agreement by ticking (√) the appropriate 
number in the scale provided: 
 Extremely disagree Neutral  Extremely agree 
1. I get more satisfaction out of visiting here than any other 
place. 
1 2 3 4 5 6 7 
2. I wouldn’t substitute any other place for the type of 
experience I have here. 
1 2 3 4 5 6 7 
3. I identify strongly with this place. 1 2 3 4 5 6 7 
4. I feel this place is a part of me. 1 2 3 4 5 6 7 
5. I have a lot of fond memories about this place. 1 2 3 4 5 6 7 
6. I have a special connection to the people who belongs to this 
place. 
1 2 3 4 5 6 7 
7. This place means a lot to me. 1 2 3 4 5 6 7 
8. I am very attached to this place. 1 2 3 4 5 6 7 
IV Satisfaction 
Please carefully read all the statements below and rate the level of your agreement by ticking (√) the appropriate 
number in the scale provided: 
 Extremely disagree Neutral  Extremely agree 
1. The experience is exactly what I needed. 1 2 3 4 5 6 7 
2. My choice to purchase this trip was a wise one. 1 2 3 4 5 6 7 
3. Overall, I am satisfied with my dark tourism experience. 1 2 3 4 5 6 7 
V Behavioural Intentions 
Please carefully read all the statements below and indicate how likely you are going to visit Sichuan in the next 12 
months referring to the different scenarios by ticking (√) the appropriate number in the scale provided. 
 Extremely disagree Neutral  Extremely agree 
1. I would like to recommend dark tourism experience in 
Wenchuan to the others  
I 2 3 4 5 6 7 
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2. I would like to revisit Wenchuan 1 2 3 4 5 6 7 
VI Demographics  
Please tick (√) only one box in front of the appropriate answer that applies to you. 
1. Gender □1  Male □2  Female     
2. Age □1  16-24 □2  25-34 □3  35-44 □4  45-54 □5  55-64 □6  65+ 
3. Ethnic Group □1  Han □2  Minority   
4. Marital Status □1  Single □2  Married        □3  Others 
5. Education 
□1 No formal education □2 Primary/elementary school □3  Secondary/high school 
□4  College/university                   □5  Postgraduate/above 
6. Have you ever been here before? □1  Yes □2  No 
7. Have you ever visited other dark tourism sites in Wenchuan? □1  Yes □2  No 
8. Have you ever had any other general dark tourism experience?       □1  Yes              □2  No 
9. Where are you from? □1  Sichuan               □2  Others 
 
The end 
Thank you very much for your cooperation! 
 
